



Three Dollars a Year 








Mr. HAPPY MAN 
SAYS — 


“Happy is the Hardware 
Merchant who sells 
Atkins Silver Steel Saws. 


His Store is ‘Saw Head- 
quarters’ in his town.” 













Ask for Dealers’ 
Bulletin No. 24 and 
our new catalog. We 
will tell YOU how to 
make YOUR store 
The Saw Store. 


E,.C.ATKINS & CO. 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 
Home Office and Factory, INDIANAPOLIS, INDIANA 


Canadian Factory, Hamilton Ontario 
Machine Knife Factory, Lancaster N.Y. 


Branches Carrying Complete Stocks In The Following Cities: 










Atianta San Francisco 
Memphis sae York City Seattle | 
Chicago Portiand,Ore. Paris, France 






Minneapolis Vancouver, B.C. 

















SILVER 
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30° Anniversary Offer 


These Beautiful Display Boards Free 
For Show Case or Window 


For $6 Delivered to You DROP FORGED 


We offer for a /imited time only one dozen , TABLE 
assorted 22% degree high quality, drop- 
forged adjustable wrenches and a beauti- 


ful display board FREE. 


Wrenches are made of KILBORN 
STEEL full weight with smooth run- 


ning nut and well 
milled, rigid jaws. All 
our tools are made of 


KILBORN 
STEEL 


the result of thirty years 


experience and experi- nie. KILBORN e aisHoP 


ment. This steel pos- eee NEN MAVEN. GONN. U.S.A. 
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-. St im. DROP FORGED Gren, %*% 22% % 


© 2m OROP FORGED STEEL 
































sesses a toughness and | Si 
du rability heretofore ce We itl offer for limited 


~ For s7.= Delivered to You 


Three dozen assorted high grade,’ K]TL BORN STFEEL 
drop-forged Engineers’ Wrenches and FREE display 
board. These wrenches are carefully milled, fully 
hardened and attractively finished. They sell as soon as 
displayed. 


Our name on a tool is an Absolute Guarantee of Quality. 


Order from your Jobber or Direct. 
HA 


THE KILBORN & BISHOP COMPANY 
NEW HAVEN CONN. 
Manufacturers of DROP FORGED Mechanics’ Tools 


HARDWARE AGE, published weekly by the IRON AGE PUBLISHING CO., at 239 West 39th Street, New Yor a was oe oe Entered as second 
class matter May 22, 1913, at the Post Office at New York, — the Act of March 3, 1879. ( Printed in U. 7 A.). $3.00 per year. Single antes 
c. each. Vol. 117, No. 25. 
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~ DISSTON INVITES YOU 


TO JOIN 25-YEAR CLUB 





B. E. MARTIN 


“I have spent over thirty years selling 
no other Hand Saw but Disston. I cer- 
tainly approve of the Disston 25-Year 
Club,” writes Mr. B. E. Martin, Vice- 
President, Gridley, Fuhrman & Martin 
Co., Elmira, N. Y. 





Disston extends a cordial invita- 
tion to all kardware stores, in which 
Disston Saws have been sold for 25 
years, to join the Disston 25-Year 
Club. 


That is the only requirement— 
that the store has sold Disston Saws 
for a quarter century. It is not 
necessary that the present manage- 
ment has been in charge that long. 


The Disston 25-Year Club was 
suggested to us by dealers who saw 
the possibilities of benefit, both in a 
fraternal and business way, in such 
an organization of experienced hard- 
ware men. 


The idea took hold at once, and 
today’s roster of the Club contains 
names that are famous wherever 
hardware is bought and sold. 


No Expenses; No Dues 


There are no expenses or dues of 
any kind connected with the 25- 
Year Club. 


To join you merely write us stat- 
ing the length of time your store 
has handled Disston Saws (if over 
25 years) and tell us the name of 
the individual who will represent 
the store in Club activities. 


Each store will receive an en- 
graved certificate of membership, 
handsomely framed, bearing a gold 
star for each ten years of service. 


It is a certificate you can well be 
proud to hang in the most con- 
spicuous spot in your store. 


Send in your store’s application 
today. 
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NEW BACK SAW 
HAS USEFUL FEATURE 


Back Is 3 Inches Shorter Than 
the Tooth Edge, Enabling 
Work in Close Quarters 








The new Disston No. 3 Back Saw 
is especially designed for laying 
hardwood floors. 


And on many other jobs the short 
back of this saw enables mechanics 
to get in where a regular back saw 
would not go. 


Mechanics need a saw like this. 
Now Disston has supplied it. Take 
it on while it is new. Show it and 
demonstrate how its short-back fea- 
ture permits cutting close to walls 
and in close quarters. 


Ask your jobber to send you an 
order of Disston No. 3 Back Saws. 








DISSTON No. 3 BACK SAW 








DISSTON LEADERSHIP IN 
STEEL MAKING BIG FAC- 
TOR IN DISSTON QUALITY 





World leadership in saw making 
imposes a big obligation upon Diss- 
ton Steel Makers. 


But not only have they kept 
abreast of developments in steel 
making, but they have actually led 
the way in perfecting new processes 
to make fine steel. 


In 1855 Henry Disston founded 
the Disston Steel Works when he 
cast the first Crucible Saw Steel in 
America. 


He trained steel makers as he had 
trained saw makers, imparting to 
them his skill and his knowledge of 
metals. 


Down to the present day, 71 years 
of unceasing effort, the Disston 
Steel Works has pioneered in the 
development of new and better steel 
for*saws and tools. 


Leadership! It has been an im- 
portant factor in building the Diss- 
ton reputation on Saws, Tools and 
Files. 





A PLAN TO SELL MORE SAWS 
AND A NEW TRIM TO HELP YOU DO IT 





You'll agree that you 
could sell more Saws to 
householders—such as rip 
Saws, compass saws, cop- 
ing saws, hack saws and 
back saws—if you had the 
time to explain to each 
customer the many needs 
he has for them around 
home. 


But you are a busy man. 
And the householder goes 
on doing all his sawing 
with his one saw. 


Now Disston is giving 
you a plan to sell more 
saws—and it takes no time. 


First: A window trim has been 
designed to arouse interest in saw- 
ing. 

Second: A complete Saw Chart 
has been prepared, illustrating and 
describing the uses for these differ- 
ent saws around a home. 

This window is sent you free to- 
gether with a quantity of saw charts 
which you give out to your cus- 
tomers without cost. 

This is the first time an educa- 
tional feature of this kind has been 
offered to saw users through deal- 
ers. 

Be one of the first to display this 
unique trim. Mail the coupon for 
it today. 
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Here is the new “Sell More Saws” 


Window Trim as it will look 
in your window, 


Use the Coupon 








Henry Disston & Sons, Inc., 
Philadelphia, U. S. A. 


Send me the new “Sell More 
Saws Window Trim.” 





TAO Ae =k 


Street and No.................... 








Car and Btate................... = 


‘Published by HENRY DISSTON & SONS, INC., Makers of “‘The Saw Most Carpenters Use,’” PHILADELPHIA, U. S. A. 
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“Public opinion speaks for itself P 


IN ALEXANDRIA Bay, N. Y., among the 
Thousand Islands, Collins, Kellett & Co., 
Inc., do an enviable hardware, elec- 
trical, plumbing and boat business. “For 
the past twenty-five years,” they say, “we 
have sold Eveready Columbia Dry Bat- 
teries and have found them to be fully 
satisfactory in every respect. The Ever- 
eady Columbia Dry Battery line is one 
of the most attractive lines of merchan- 
dise a store can carry. Hundreds of our 
customers who have tried other batteries, 
insist on Eveready Columbias. Public 
opinion speaks for itself.” 


Public opinion speaks for Eveready 
Columbias in Alexandria Bay, not only 
because the batteries are better, but also 
because Collins, Kellett & Co. help to 
shape it by aggressive selling efforts and 
through the use of good window displays. 
Order Eveready Columbia Dry Batteries 
and display material from your jobber. 
It pays to push Eveready Columbias. 


Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, Inc. 
New York San Francisco 


Atlanta Chicago Dallas KansasCity Pittsburgh 
Canadian National Carbon Co., Limited, Toronto, Ontario 





EVEREADy 


COLUMBIA 
Dry Batteries 


-they last longer 
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STANLEY MERCHANDIS 
SUBJECT No. 8 
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ING HINTS 


a Everlasting Chisels 








: Head, Shank and Blade forged from 
one piece of steel. 


a. Fine quality steel and careful heat 
treatment give a blade that will take 
Fe Valemaleliom- Mi a-1-famesebadielem-relel-e 


Machined ferrule, hot swaged onto 


shank. 


OFelishiclad-])(-miliel cele Mur lieiiee 


Handle lasts the tife of the chisel. It 
is protected with leather washer and 


ole-b-t- Ma lil? 


Due to their great strength and 
durability Stanley Everlasting 
Chisels are recommended for all 


kinds of work. 


Bevel Edge Butt Chisel No. 50. Blades 3 
inches long, sizes 1% to 2 in. 

Bevel Edge Pocket Chisel No. 40. Blades 4% 
inches long, sizes % to 2 in. 

Bevel Edge Firmer Chisel No. 20. Blades 5% 
inches long, sizes % to 2 in. 


Catalogue No. 34 shows the com- 
plete line of Stanley Tools and also 
gives other useful data. It will be 
sent on request. 


THE STANLEY RULE AND LEVEL PLANT 


NEW BRITAIN, CONN. 


New York Chicago San Francisco Los Angeles Seattle 








No. 40 FX No. 50 
No. 20 








y 





— SSeS 
f Stanley makes a complete line of 
woodworking tools in keeping with 


| SELL THE LINE 





the high quality of Stanley Planes. 


<meta meg 


This trade-mark is a means of identification 
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STANLEY TOOLS 
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CPEXTO 


‘SCREW DRIVERS: 


ew* 





It Is Easy to Sell Pexto Screw Drivers 


ae a Pexto No. 3 Solbar Screw Driver, illustrated 
above, is of solid steel construction, the bar extend- 


ing its entire length. The wood handle is fluted and fits 
the hand perfectly, giving a positive continuous grip. 


The Pexto line consists of styles for the electrician, car- 
penter, cabinet maker, machinist and the handy man 


around the house. 


Our dealer helps, consisting of window cards, display 
fixtures and booklets, will help increase your sales. 


Write for Tool Catalog 


CEXTO 


Worth While Tools 


THE PECK, STOW & WILCOX COMPANY 


Southington, Conn., U. S. A. 


June 24, 1926 
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About Maydole Hammers? 


Your most valued customers, the men whose life work is done with tools, 


know: 


That for more than three generations Maydole has been turning out 
the finest hammers that human skill and experience can produce from 


tool steel and selected hickory. 


That Maydole Hammers have a ‘‘hang”’ that has never been duplicated. 
Its superiority is instantly recognized by experienced hammer users. 


That Maydoles have heads press-forged of selected tool steel, and 
handles of clear, second-growth hickory, air-dried for years. 


That the head of a Maydole is put on to stay tight. Years of gruelling 


service won't make it come loose. 


Can you afford to overlook the opportunity to build profits and good-will 
that automatically results from selling and recommending Maydole Ham- 
mers, the hammers that tool users all know and appreciate? 


If your stock is incomplete or you want information on standard Maydole 
assortments, get in touch with your jobber and write us for Catalog, and Pocket 


Handbook 23-C. 


The David Maydole Hammer Co. 


Norwich 


New York 
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D. MAYDOLE 
Made in U. S. A. 


Your customers look for the famous 


Maydole’’ stamped on the head 


of every genuine Maydole: 


Nail Hammer 

Ripping Hammer 

Machinist’s Ball Pein Hammer 
Autemobile Hammer 
Tinaner’s Hammer 

Brad Hammer 

Farrier’s Hammer 

Engineer’s Hammer 

Riveting Hammer 
Patternmaker’s Hammer 
Bricklayer’s Hammer, ete, ete. 





MAYDOLE is Headquarters 
for Hammers 
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The Twinplex Contest is Going Over Big! 
Get Your Share of the Profits! 


Twinplex will pay five prizes—$1000; $500; $250; $150; $100 
—for the best names for the fellow who goes on buying new 
blades and kicking about them when it’s dead easy to assure 
himself velvety smooth shaves day after day the rest of his 
life. If he will step into your store and buy a Twinplex 
Stropper his new blades will shave 100% better and will be 
keener than new for weeks at a time. 


20 Million Magazine Ads 
This unique Twinplex “What’s His Name?” Contest opened 
with a bang June Ist. It runs until August 31st. Twenty 
million national magazine ads in three months are telling con- 
sumers about the contest. 














Toe : 
‘ Sends Men to Your Store 

Any shaver can try for one of the big prizes without cost. 

$ Z000 He enters the contest simply by having some dealer (why 

not you?) strop a new blade on Twinplex. You get $1.00 to 

Reward $1.50 margin on Twinplex and the contest will stimulate your 

For This Man’s Name business on blades, shaving cream and other shaving supplies. 














New Business for You 


The great Twinplex $2000 Reward “What’s His Name?” 
Contest is already producing results. Dealers who have tied 
up their window and local advertising with the contest— 
letting shavers know they carry Twinplex Stroppers—are re- 
ceiving inquiries for contest entry blanks and are getting 
many a request to have blades stropped on Twinplex. Cus- 
tomers, old and new, are going to ask you about this contest 
before it’s over. You surely want to be prepared. If you 
haven't received full information, ask your jobber or write us. 


Free—6 Tubes Twinplex Shaving Cream 


The wonderful new Twinplex Shaving Cream is repeating wherever sold. Its 
unique antiseptic properties—due to its PASTEURINE CONTENT—and 
the cool fragrant comfort it gives the skin, make this new cream unusually 
popular with shavers. The 6 tubes you get FREE are full size. Use one 
yourself. You will then gladly put your personal recommendation behind the 
sale of the other five. 




























FOR SMOOTHER SHAVES 


41% to 50% Margin For You. During the contest you can buy special 
assortments of Twinplex Merchandise. Five assorted Twinplex Stroppers 
and the six FREE full sized tubes of Twinplex Shaving Cream. Costs you 
only $10.00. You sell at $16.87 to $19.60—a margin of 41% to 50% for 
you. In the same special package you get advertising material and contest 
entry blanks. If you haven't ordered, better do so at once. Ask your 
jobber or write us. 

Profit Protection. Remember:—You now buy Twinplex Stro at a 
price which will enable you to make a real profit and still sell them at as 
low a price as anybody. All Twinplex Stroppers are sold under a Profit 
Protection Policy. 





CASH PRIZES FOR WINDOWS 
A total of $1,150.00 cash prizes are offered for the best contest windows. 
You compete only with dealers in your own class and can win as much as 
$200.00 for one week’s display. We will furnish free $2,000 Reward window 
poster; $2,000 Reward counter card; oy cartons; shaving cream counter 
card and newspaper electro. Ask your jobber or write us for details. 


Twinplex Stroppers 
FOR SMOOTHER SHAVES 


‘ a TWINPLEX SALES COMPANY 
wae 1664 Locust St. St. Louis 
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CYYou Can Sell 
SHOCK PAD Tires 


at a Profit 
to Yourself and 
to your Customers / 





OU are in business to make money for yourself—and to 

stay in business. You welcome anything that will give 
you an advantage in competition—that will pay you the 
profit to which you are justly entitled—something that will 
take you out of the price-cutting class, that will satisfy your 
customers and cause them to come back to you—something 
that will pay a PROFIT and build up PRESTIGE—that 
something in tires is the SHOCK PAD. 


The story of the SHOCK PAD and National SHOCK 
PAD Balloons and Remington SHOCK PAD Cord tires is 
intensely interesting to every tire merchant and every car 
owner. Let us tell you how the SHOCK PAD tires build 
up amazing business successes. Write us under your own 
letterhead, or use the coupon below. 








REMINGTON} p¥CORD TIRES 
HEavy DUTY 


National Balloons have every quality possessed by the best high 
grade balloons, plus the exclusive SHOCK PAD advantages, which 


place them in a class by themselves for excellence. 


For Heavy duty work, for buses, trucks and 
wherever high pressure tires are needed, Remington 


SHOCK PAD Cords are unequaled. 


The SHOCK PAD is new—the most important prac- 
tical improvement ever made in tire design and con- 
struction. The SHOCK PAD ‘is an integral part of the 
tire—an inner wall of live rubber that adds strength 
and increased resiliency, that reduces internal frictional 
heat, the foe of tire mileage, to the lowest minimum. 
Its effect in prolonging tire life and increasing tire mile- 
age is amazing. 


THE NATIONAL TIRE & RUBBER COMPANY 
East Palestine, Ohio 





THE NATIONAL TIRE & RUBBER CO., 
East Palestine, Ohio. 

Gentlemen: Send me without obligation a copy of “The Plan, the 
Plant, and the Purpose Back of the Shock Pad,” the new “National”’ 
idea in tire construction, and details of distributor’s agreement. 


Name 





Address 





SEE 
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Keep up full activit 
this ae 


Everybody agrees there is plenty of painting and varnish- 
ing to be done. And there is no question that to win 
our new goal requires the doing of a greater share of that 
missing work, 


Activity is the need. If you are not busy full time, doesn’t 
that give you all the more freedom for sales effort to bring 
in new business? Isn’t there all the more opportunity for 
close range education in the wisdom and necessity of surface 
saving—which will bear fruit in the future, if not right now. 


Take this thought to your comfort: The more painting 
that is done in your neighborhood, the easier you'll find it 
to sell paint and varnish to the people who have not yet 
done any painting. 


Isn’t it true that the harder we work, the greater the pro- 
portional rewards ? 


SAVE THE SURFACE CAMPAIGN 
The Bourse Philadelphia, Pa. 
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Popular fallacies are as numerous today as ever 
before, but shorter lived. Like the story of Nero, 
they are tossed into the discard. 


Once people thought that one standard floor 
varnish was as durable as another. But today, 
as a result of national advertising and personal 
experience, millions know that for resisting 


wear Liquid Granite holds first place. 


When varnish of exceptional quality is backed 
by a respected name and heavy advertising, the 

ainter who recommends it and the dealer who 
sells it profit by its constantly growing popularity. 


B 





Detroit, Mich. 


Stains 
Walkerville, Ont. 


Rome may have been 
burned by Nero. Some 
historians present con- 
siderable evidence in 
support of the theory. 
Others take an opposite 
view. 


But it seems very prob- 
able that Nero was not 
atop the Tower of Mae- 
cenas fiddling or singing 
an aria from his opera, 
“The Fall of Troy”,while 


Rome burned. 


Tacitus is cited as au- 
thority for the statement 
that at the time of the 
great conflagration Nero 
was 50 miles away at 
his villa at Antium. 


For reference, see “Facts 
and Fancies.” 
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The inquiring 


Dutch Boy 


» —each month 


Ld 





he asks two dealers 


a question 






“Does Dutch Boy white-lead 
sell readily?” 


eA. nswers: 


APOPORT & ELLER, 16505 Jamaica 
Avenue, Jamaica, New York: ‘The 
fact that during the first few years of our busi- 
ness we sold only several tons a year, and at 
the present time are disposing of approximately 
twelve carloads of Dutch Boy each year, shows 
that this is the quickest and easiest selling 
product we carry. We sincerely believe that 
this increase of sales of Dutch Boy lead was a 
great factor in the successful growth of our 
business.”’ 

Emil Janovic & Son, 1292 First Avenue, 
New York: ‘‘ We are pleased to state that we 
have moved, in the year 1925, eleven cars of 
Dutch Boy. This item was sold exclusively on an 
inquiry basis and at no time did we spend any 
money toward salesmen’s commissions to sell 
Dutch Boy white-lead. In fact, the writer has 
noticed that the average consumer of white- 
lead would make inquiry on Dutch Boy, 
and it helped bring about the sale of many 


more items used in conjunction with painting.”’ 


These two dealers are typical of thousands 
who have found how easily and rapidly they 
can sell Dutch Boy white-lead. You can do the 
same thing. Put in a Dutch Boy window dis- 
play. Feature Dutch Boy in your advertise- . 
ments. Let home-owners, business-men, paint- 
ers in your community know that your store 
is the Dutch Boy store. Write our nearest 
branch for Dutch Boy selling helps. They’re 
free. A postcard will bring them to you. 





NATIONAL LEAD COMPANY 


New York, 111 Broadway; Boston, 131 State Street; Buffalo, 116 
Oak Street; Chicago, 900 West 18th Street; Cincinnati, 659 Free- 
man Avenue; Cleveland, 820 West Superior Avenue; St. Louis, 
722 Chestnut Street; San Francisco, 485 California Street; Pitts- 
burgh, National Lead & Oil Co. of Penna., 316 Fourth Avenue: 
Philadelphia, John T. Lewis & Bros. Co., 437 Chestnut Street’ 
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CC The Murphy Varnish Company once told me that it 
was not its ambition to have the largest varnish busi- 
ness in the world, but to besurethatwhereverthename 
Murphy appears upon a can of varnish, or any other 


material, that name would stand for a good job faith- 
fully done and fully delivered. If that way of doing 
things should lead to the largest varnish business in 
the world, well and good, but notonany other terms. 99 


— 





Thousands of motorists are making up 
their minds that something has to be 
done to make the family chariot more 
presentable. In a great many instances 
an examination of the family finances 
leads to the conclusion that Mr. Car 
Owner will do it himself. Our national 
advertising is seeing to it that such a 
decision means Da-Cote. Which puts 
it squarely up to you to see that Da- 
Cote means your store. 


We'll help you all we can. If you'll 





DA-COTE 


——— 


enn 





SS" 
Car repainting time is here 


Show the DA-COTE out 1n front 


give Da-Cote a window we'll give 


vou four of the most striking full 
color window cards you ever saw. 
Is it a bet? All you have to do to 
take us up is mail the coupon. 


Mail it today! 





Murphy Varnish Company 
224 McWhorter Street 
Newark, N. J. 


Check the proper square. 


Picase send me your free Murphy Da-Cote Enamel win. [ ] 
dow cards. I se.l Da-Cote and will use them. 


I'd like to know more about Murphy Da Cote Enamei., [ ] 


Have a salesman cali 
NAME 
ADDRESS - 





8-H. A. 








Murphy | 


BRUSHING Enamel 





MURPHY VARNISH COMPANY 


SAN FRANCISCO 


NEWARK -: CHICAGO 


MONTREAL 








GENEL. 
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The Sensation of 
The Paint Industry: 


EVER before in the history of the Paint Industry 

has a product received such an enthusiastic wel- 
come. Even before stocks were on the dealers’ shelves 
DUCO was a nationally demanded product. Dealers 
everywhere have been continually asked, “When can I 
get DUCO to brush on at home?” 





This is a tribute to the nation-wide popularity of the 
Duco Finish, brought about by a product of real quality, 
nationally known, and nationally advertised. 


There are still a few open territories for DUCO. Write 
us for our Introductory Proposition. 


E. I DU PONT DE NEMOURS &@& CO.,., Inc. 


2100 Elston Ave. 3500 Gray’s Ferry Road Everett Station No. 49 
Chicago, Ill. PHILADELPHIA, PA. Boston, Mass. 
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The Rice Process WHITE 





6000 dealers know that 
Barreled Sunlight is the 
fastest-moving paint 
speciality on the market. 
Powerfully advertised! 


everal profits a yeat 
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with this famous white interior paint 


now being used in place of enamel 


RECENT INVESTIGATICN showed that hundreds of 
dealers are turning their stock of Barreled Sunlight 
several times a year. 
One color—a handsome, lustrous white. One grade. And 
just a few sizes, from half-pints to gallons. No dead numbers. 
And now another strong feature has been added—Barreled 
Sunlight Tinting Colors, in handy tubes. By simply mixing 
these colors with Barreled Sunlight White, your customer can 
get any desired tint. 
Which means a big saving for you on overhead. No tying 
up capital in ready-tinted enamels that may prove unpopular! 
Mail the coupon for full information about this strongly 
advertised, popular paint specialty that can now be sold for 
any interior painting job. 





Almost-liquid colors that 
blend quickly, easily, 
evenly, with Barreled 
Sunlight! A handsome 
new counter case displays 
8 of the tubes of Barreled 
Sunlight Tinting Colors. 





| | U.S. GUTTA PERCHA PAINT CO. 
| 7 Dudley Street, Providence, R. I. 
| Please send me Barreled Sunlight dealer proposition 
| with the new Tinting feature added. 


Reg. U.S Pat Off. 
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MILTON THOMPSON Hu. ¥: PARKER 
THOMPSON. PARKER LUMBER CO. * fe 
EAST THIRD StREgT ‘ ’ 
DEALERS IN LUMBER. HARDWARE. ye 
P. O. BOX 356 e 


: Ponca SITY, OxLa. 
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Your quaitts- is 
avery demand: 


our best Selling point and meets 
Yours very truly, 
THOMPSON-PARKER LUMBER Co, 
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On to the Shelf 


Saves 
the Dealer 
5 out of 8 Operations 


What happens after you receive a shipment of sand paper? 
If it’s in ordinary boxes you — 


Sand paper is exposed in counter con- 
tainer to dust, loss, curling, breaking, 
and handling. 


In NEATPAK box it is completely 
protected all the way through— from 
carton to customer. 


/ container 
..Replace box lids NO SPOILAGE —you sell every sheet 
7. Replace boxes on shelves you buy. Clumsiest clerk can serve cus- 
8. Sell sand paper to customer ona = a so —- 
oxes, lifting lids, or disturbing she 
NEATPAK cuts out these FIVE! arrangement . 


1. Remove boxes from cartons 
rrange boxes on shelves 






Remove them from shelves 
. Remove box lids 
. Transfer sand paper to counter 





UNITED STATES SAND PAPER CO., Williamsport, Pa. 
New York Boston Philadelphia Detroit Chicago San Francisco 
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Into the 
Customer’s 





\ 
a he 


inl, 


\ 


Famous 


“NEATPAK” 
Sand Paper Container 


NOT a “folding box”—but a strong, specially 
designed container for sand paper. 

Of stiff fibre-board, doubly re-enforced. Metal 
stitched corners. 

Beautifully decorated in orange and black, 
with contrasting color (blue, green, yellow) 
in circle containing brand and grit numbers. 
A fitting companion for MAPBRAND —the 
highest quality sand paper possible of 
production. 


GET OUR DISCOUNTS~ 
YOU’LL BE SURPRISED! 








, SANDPAPER S 
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More Money for You 


with the 


HILO RACK ASSORTMENT 





eaeseens : 
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The Hilo Rack effectively displays an 
adequate assortment of varnish and 
enamel specialties that meet general 
household needs. 

The goods are readily seen from both 
sides of the rack; they are compactly 
housed, convenient and easy to get at. 
Customers select and buy direct from 
the Rack. 

The Hilo Rack Assortment silently 
suggests needed items to those coming 
into your store for other purchases, and 
effects ready sales. 

You will be pleased at the definite re- 
sults obtained with this forceful sales 
unit. It will make more money for you 
quickly. 





Hilo Varnish Corporation 


(Moller & Schumann Co.) 


<> Brooklyn, N. Y. 


1 Gerry St. 
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Paint Products of 
Decorative Quality 


Into varnishes, enamels and 
paints, McDougall-Butler 
have put tints and tones 
that are difficult to achieve 
and add to decoration 
the master notes 


Mt: 


MAKERS OF 
Varnishes, Enamels and Paints 


Buffalo, N. Y. 


New York City Chicago 
10 Christopher St. 1141 Madison St. 





A FEW ATTRACTIONS 
FROM OUR 5 BARREL PLAN 


RD Es 8.0 046000 e 606 S46 04S 8 SeOOwN $33.00 Per Ton 
Ce Ge WEEE cccccesccccoceseevecosees 22.00 Per Ton 
i) iy 2. 6 one oes eueeee 6e0eboessaedee 40.00 Per Ton 
hn << ccekg cg cog eekeeeneueécnseen 55.00 Per Ton 
a, ee SD GD nn 000606 060806066000 60666 0.07% Per Lb. 
Ss fF § ff Se ee 30.00 Per Ton 
ir Cn 2 «+. cede onb eh oneeesecdeeeedée rts Per Lb. 
i) » od « octeecukedesendneabenes 0.01 Per Lb. 
Outso-Lite (Exterior Cold Water Paint)........... 0.04 Per Lb. 
Inso-Lite (Inside Cold Water oon” énevesiddébate 0. Per Lb. 


02% 
(Low Freight Rates) . O. B. Our Mills, Tamms, Ill. 


By Grouping Your Buying So as ot Buy in 5 Bbl. Lets You 
Receive the Above Ton Prices. 


Write Today for Complete Jobbers Prices Which Include the Above 
and Many Others as Well. 


TAMMS SILICA COMPANY 
30 N. LA SALLE STREET, CHICAGO 








DEVOE 
Paint & Varnish 
Products 








HILO VARNISH CORPORATION 
1 Gerry St., Brooklyn, N. Y. 


Gentlemen: Please send me complete details of your 


RACK ASSORTMENT PLAN. 
Name ... 


Address 














Watch the Weekly Market Reports 


in this paper and you'll buy Hardware right. 
Remember money saved at the buying end is as 
good as money made at the selling end. 






























GOES FARTHER 
LASTS LONGER 
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he MARTIN-SENOUR ©. 


PIONEERS OF PURE PAINT 
Chicago «+ Brooklyn 
% Lincoln « San Francisco 
5 Los Angeles + Dallas 
: Houston 






i m3 ONE GALLON U.S. MEASURE 
OUTSIDE wuiTt 


MONARCH 
100 PURE PAINT 
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PURE VEGETABLE OILS 


LINSEED OIL (crushed from Flax Seed, grown 
mainly in North America and the Argentine) 
forms the most lasting film of any oil commonly 
used in the manufacture of Paints and Varnishes. 
In cooking, it combines readily with Pure Fossil 
Gums, and in drying, it absorbs oxygen — form- 
ing a durable film of great elasticity. 

CHINA WOOD OIL (crushed from nuts of the 
Tung Tree — found in Northern China) is the 
most water-resisting oil commonly used in Var- 
nish manufacture. When combined with Linseed 
Oil and Fossil Gums in the proper proportion it 
makes a Varnish film more water-proof. 
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FOSSIL GUMS 
VEGETABLE OILS 
TURPENTINE 




















Sharpit would make this 
hard job easy 








Remember, Sharpit is more than a knife 
sharpener. It sharpens any kind of edge 
—straight, curved or beveled. 


This is the season when your customers 
are getting out their sickles, grass shears, 
pruning knives, etc. Remember, Sharpit 
is the quickest and easiest way of putting 
a keen edge on any of them. 





Here is the way to sell Sharpits 


The one sure way to sell Sharpits 
in quantities is to demonstrate 
Sharpit every time you sell knives, 
scissors, or other tools that will 
need re-sharpening. Mount one 


back of your counter where you can 
quickly demonstrate it. Dealers who 
are doing this are selling Sharpits by 
the dozens every month. In many 
cases, by the hundreds. 


DAZEY CHURN & MFG. COMPANY, 4301 Warne Ave., St. Louis, Mo. 
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Every Hardware Buyer 
Needs Hardware Age 








No sane business man would think of 
buying stock in Wall Street without first 
looking up the market quotations in his 
daily newspaper. 


Real hardware merchants are just as careful to look 
up the current market prices in an authoritative 


Hardware paper. Money can be made at the dbuy- 
ing end of your business as well as at the selling end. 


Keep posted each week on the hardware market 
prices which are quoted in HARDWARE AGE. Just as 
you consult your thermometer to see how hot or cold 
the temperature, so should you consult this reliable 
business barometer to obtain information that will 
enable you to buy at or near the bottom every time. 


HARDWARE AGE 


** The weekly text book of hardware merchandising eT 


939 West 39th St. wt@ New York 





YEARLY SUBSCRIPTION RATES: United States, $3.00; Canada, $4.00; Foreign, $6.00 
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WHITING -ADAMS | 


~ The Household 


Buy-word 
meaning 


Good Brushes 


Look for the name WHITING- 
ADAMS on every brush you 
buy. Whiting and Adams have 
been household buy-words for 
brushes for over 117 years— 
always standing for service and 


satisfaction. 


WHITING-ADAMS 
BOSTON 


Brush Manufacturers for Over 117 Years and the Largest in the World 


WHITING-ADAMS 
BRUSHES 
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33 gauge each way 


14 Mesh, No. 33 gauge each way 
33 gauge filler 
No. 34 gauge warp 

18 Mesh, No. 34 gauge each way 


wire 


ULL ab a 


Pecan 
qqute 





Wick 


Our other Brands Screen Cloth 
Cortland Black Enameled 
White Metal Finish 


12 Mesh, No. 
16 Mesh, No. 


18 


lasting 


wire 


he product. 
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made from Open 
Write your Jobber for Full Information and Prices 


is 
Hearth Steel produced in our own fur- 


naces. 


d the name WICKWIRE 


Only full gauge 
guarantees that 


WICK WIRE BROTHERS 


[STAStLiswMeco 18675 
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process is under our expert 


but— 
It is 
worth it. 


, both lengthwise and crosswise. 


service is woven into t 


GRAY- 
may cost 
a little more, 


No screen cloth is better than its ma- 
quirement an 


The wire is drawn in our own mills. 
Each brand meets every standard re- 


Screen Cloth 
supervision. 
BROTHERS 


terial. 
Every 
used 
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Machine Screws 
Stove Bolts, 
Tire Bolts 


American Screw Co. 
PROVIDENCE , RI. 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 
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Hold Trade with PLYMOUTH 


It is a significant fact that dealers who sell the 
MOST rope confine their stock to one brand. 


These dealers concentrate on Plymouth 
Manila—feature it consistently, display it | 
prominently, and recommend it with absolute : 
confidence, knowing that we stand back of | 
every foot and every coil. They know that a | 
Plymouth Rope customer is a sure repeat : 
buyer. | 





Why? Simply because Plymouth Manila Rope 
has been known, sold and used for more than 
one hundred years. Since 1824 it has main- 
tained the same unvarying Plymouth Standard 
of Highest Quality. It always gives unfailing | 
satisfaction. 


More rope customers know Plymouth Rope 
and Plymouth Cordage than any other make. 
They look for the name Plymouth on the coil. 
They know there is no substitute for Plymouth 
quality. 





That is why you can “Hold Trade with Ply- 
mouth.” Keep well stocked. 


[f your Jobber does not handle Plymouth Rope, 
write to us and we will refer you to the nearest 
Distributor. 








PLYMOUTH CORDAGE COMPANY 


North Plymouth, Mass. 
Welland, Canada 




















Founded 1855 
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In This Issue 


N this issue of HARDWARE AGE 

you will find a number of stories 
on successful paint merchandising 
by several live wire hardware mer- 
chants that should prove a _ ver- 
itable manual of merchandising in- 
formation to you, if you will but 
put the *oughts to use in your 
business. It’s up to you. 


What Readers Say 
About Us 


“We just wish that every business 
house we deal with would give us the 
good service that we get from Harp- 
WARE AGE in itS various services.” 

(Signed) 
VAUGHAN HARDWARE CoO.,, 
Winchester, Tenn. 


“Enclosed find $3 for my renewal 
subseription to your valuable maga- 
zine.”’ (Signed) C. F. HASSON, 

Knoxville, Tenn. 


“T enjoy reading HARDWARE AGE very 
much, especially Saunders Norvell’s 
very interesting articles and Llew S. 
Soule’s Trade Winds.”’ 

(Signed) F. SHANLEY, 
The N. T. Bushnell Co., 
New Haven, Conn. 
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OU MAY NOW OUTFIT an entire house from ground 


to roof with genuine McKinney Forged Iron 
Hardware; (1) at a surprisingly reasonable cost; (2) with 
every piece authentic of the best in the art; (3) with 
the assurance of satisfactory wear; (4) with the certainty 
that each piece will fit accurately in place. 


The use of Forged Iron Hardware has been broadened 
by the advent of McKinney’s fine line plus McKinney’s 
method of merchandising. All sales are made through 
the hardware merchant. All pieces can be stocked and 
the consumer makes his selection from the actual 
hardware. 


To make this possible a thorough knowledge of 
builders’ hardware requirements was necessary—the 
artistic had to be combined with the practical. 

In McKinney Forged Iron Hardware four master 
designs are available, known as the Curley Lock pattern, 
the Tulip, Heart and Etruscan. All of these have their 











inspiration in the earlier 
examples of handiwork 
now so sought after by col- 
lectors and connoisseurs. 
Except the Etruscan, they 
are Colonial in motif. The 
Etruscanis an adaptation 
of the finest in Southern 
European iron work of 
years ago. It is particu- 
larly appropriate for houses of the Spanish and Italian 
type. The completeness of each pattern makes possible 
a consistency of treatment throughout. 





One further point ought to be stressed about 
McKinney Forged Iron; it is rustproofed and completed 
in three different finishes: Dead Black Iron, Relieved 
Iron, Rusty Iron. 


Full-page advertisements in the “Saturday Evening 
Post,” “House and Garden,” “‘American Builder” and 
the Architectural magazines are making McKinney 
Forged Iron Hardware known to millions of buyers. 
A Builders’ Hardware Department is no longer complete 
without representative samples of this much-desired 
Forged Iron Hardware. Send for catalog today. 


Forge Division 
McKinney MaANnuFaAcTuRING COMPANY 
Pittsburgh, Pennsylvania 


MCKINNEY 
FORGED IRON 
HARDWARE 


MAIL THIS COUPON 











Forge Division, McKinney Manuracturinc Company, Pittsburgh, Pa. 
Please send catalog entitled “‘Forged Iron Hardware by McKinney” to 


Name 








\ddress 
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VERY year, at inventory time, the wise merchant charges off a certain 
amount as depreciation on his fixtures, equipment, et cetera. It is 
a sensible thing to do, and has its basis in sound common sense. 


The merchant knows that within a certain number of years the items 
on which he charges depreciation will have ceased to be of material value; 
that they will be either worn out or obsolete. He therefore refuses to delude 
himself by putting them in his inventory at the original price. 


In this day and age, every merchant takes a merchandise inventory 
at least once a year. The income tax practically forces him to do so. In 
that way, if in no other, the income tax has helped to create better mer- 
chants. 


However, the income tax law contains no clause which forces a mer- 
chant to take an inventory of his customers. It might be better if it did. 
Therefore the average merchant goes blissfully on his way unmindful of 
the size or condition of his stock of customers. Only the merchandise is 
recorded—the market is forgotten. Why not an inventory of customers? 
Naturally such an inventory would not be taken to locate over stocks, 
although it might reveal a surplus of undesirable, slow-pay purchasers. Its 
real object, however, would be to point out the shortages as compared 
with the possibilities, to show the changes, losses and replacements. 


To that inventory a depreciation should be charged, because deprecia- 
tion of customers is just as marked, and even more expensive, than deprecia- 
tion of store equipment. 


Some of your customers are buying hardware items from drug stores, 
chain stores, cigar stores, peddlers and mail order houses; items which they 
formerly purchased only from you. Others are giving part of their patron- 
age to competitors in your own town, or in neighboring towns. Their pur- 
chases from you are less than they were. Their value to you as customers 
is below what it was. The difference may be rightfully termed depreciation. 


The fact that your sales volume has increased is no proof of customer 
depreciation. It may be due to an increased number of purchasers. Make 
a list of your customers of five years ago. Compare it with your present 
list. Note the losses. Now compare the yearly amounts purchased by 
each customer five years ago with the amounts spent last year. If you 
don’t find depreciation you are entitled to call yourself a wonderful mer- 
chandiser. If you do find depreciation, it’s up to you to locate the causes 
and apply the remedies. 


I firmly believe that the greatest depreciation in retail hardware stores 
today is in front of, and not behind the counters. 
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During the early spring months each year the Gross Hardware Co., Milwaukee, offers a “paint special” of small 
cans of paint, varnish and enamel at ten cents, featuring them in its newspaper advertising and window displays 
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‘Paint Special’’ Increases Profits 


NE way of increasing the sales volume of any which is used as a mailing list on future occasions. 
line of merchandise is to have a definite record Through the use of this mailing list, paint sales 
of your customers and a “follow-up system” to have been developed to a point where last year they 
keep in touch with them. With this thought in mind, reached a total of $18,000, with an additional $9,000 
the Gross Hardware Company, Milwaukee, has built sale of accessories, such as brushes, sandpaper, and the 
| up a wonderful paint trade in the past few years. like. The stock carried during the height of the season | 
For some years, each April and May, the store has, will inventory, on the average, about $8,000. Seven 
with the cooperation of the paint manufacturers, and a half tons of white lead was sold during 1925. 
staged a “paint special” which has brought excellent The paint department is located toward the rear of 
results. Small cans of paint, varnish and enamel, are the store, open wall shelving housing the paint stock. 
offered during these two months at 10 cents each and The more expensive brushes are displayed in a floor 
are featured in the store’s newspaper advertising and show case placed in front of the shelving, which con- 
window displays. During the season just past, from tains an ingenious arrangement of four tiers of shal- 
600 to 1500 of these 10 cent cans were sold each day low trays. The cheaper brushes are placed in open 
and each customer was requested to sign a coupon trays on an adjacent wrapping counter. ; 
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The paint department in the store of the Gross Hardware Co., Milwaukee, is located toward the rear of the store, 
open wall shelving housing its paint stock 
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The paint depart- 
ment of C. Y. Schel- 
ly & Bro., Allen- 
town, Pa., has earned 
the reputation of be- 
ing one of the most 
complete in Eastern 
Pennsylvania. The 
recently remodeled 
interior is illustrat- 
ed herewith 


LLENTOWN, PA., gives one the impression of 
being a town of progress and industry, and 
its hardware stores are among the most pro- 

gressive in the eastern section of Pennsylvania, and 
in keeping with the generally progressive spirit ev- 
erywhere in evidence. The store of C. Y. Schelly & 
Bro. is a particularly noteworthy example of the type 
of retail hardware establishment to be found in this 
section of the State. The paint department of this 
progressive retail establishment has come to be known 
as one of the most complete and best equipped in 
Eastern Pennsylvania. We present an illustration of 
the interior of this splendid store’s recently remod- 
eled department, together with a view illustrating the 
type of window displays used in stimulating sales. 
Separate Paint Department 

The company’s paint department is now located in 
a building adjoining the main store, recently ac- 
quired for this purpose. It will be noted that open 
top display tables are situated near the wrapping 
counters. This has proved to be a very excellent 
means of stimulating brush sales, as the customer 
has an opportunity to examine the various samples 
on display while waiting to receive his purchase. 
Chairs are also placed about, for the comfort of 
customers and prospects. Mr. F. F. Fackenthal, the 
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One of the Finest 
Paint Departments in 


Eastern Pennsylvania 


progressive manager of the company’s paint depart- 
ment has found it much easier for the man on the 
floor to make a sale when the prospect is comfortably 
seated. 

It will be noticed*from the accompanying photo- 
graph, that there are few counters in evidence in the 
new department. The one shown to the right of our 
illustration is intended for the display of artists’ 
materials, which cannot otherwise be effectively 
displayed. The accompanying photograph gives a 
very excellent idea of the extent and variety of the 
company’s paint stock. 

Five Essentials 

In the opinion of Mr. Fackentahl there are five es- 
sentials to the successful operation of a paint depart- 
ment. Briefly summarized, his views are as follows: 

1. A complete stock of fresh paints and brushes. 

2. A well arranged stock on the shelves of the 
store. 

3. A readiness and ability to assist the customer 
in the selection of paint or varnish best suited to 
the particular job he has in mind. 

4. A pleasing, congenial personality. 

5. An adequate delivery force, thus insuring 
the custcmer of service at all times. 
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My Florida Dog Racing Experience 


The Editor of Hardware Age visits the Dog Races between Tampa and St. 
Petersburg, Florida—Puts up a few small stakes for the novelty of the 
thing, but luck is not with him 


By Llew S. Soule 


OST of us have seen horse races and thrilled 
M as the leader nosed out his rivals in the home 

stretch. However, mighty few of us have seen 
the racing game in its latest phases. Metaphorically 
speaking, “Racing is going to the dogs” these days. 

My first and only experience in dog racing took place 
at the track between Tampa and St. Petersburg, near 

the end of Gandy Bridge. 

I had been talking to a jobbing house salesman and 
he said: “Llew, if you haven’t seen the dog races, 
you've missed something. It would be worth while to 
take it in some night just for the novelty of it.” 

“All right,” I replied, “I'll do it. How do you get 
out to the track ?”’ 

“That’s easy,”’ was the comeback, “the wife and Ill 
take you out, and we'll invite a few friends to make 
up a little party. How about tomorrow night?” 

“Fine,” I answered, “I'll be ready.” 

A Party of Seven 

At 7.30 the next evening we left Tampa—a party of 
seven—my salesman friend and his wife, two other 
married couples and “yours truly.” We started a bit 
early to see the crowd arrive and get the atmosphere. 

It was a great experience. There was a circular 
track with a grand stand, just as are in vogue at the 
regular racing tracks. Also, there was a paddock, and 
regular betting places. The men placed their bets at 
booths under the grand stand, while the ladies were 
accommodated at a special booth in the stand. There 
were little windows at the betting booths with placards 
reading “$2 to win’”—‘“$2 to place’”—‘“$2 to show,” etc. 
The bettor placed his money by purchasing a ticket, 
which was redeemed if the bettor won. 

All around were tipsters selling dope sheets, to aid 
the uninitiated bettor in placing his cash. Also the 

odds were posted on a bulletin in front of the judges’ 
stand. There were eight races, with fifteen-minute in- 
tervals between to allow for betting and for cashing in 
the winning tickets. There was a real crowd, and all 
the race track atmosphere was in evidence. 

Suddenly there was a blare of trumpets announcing 


the first race, and every one flocked for the stands. 
Then came the Big Parade, with uniformed flunkies 
leading the dogs to the judges’ stand for inspection. 
Then the dogs were led back to the starting point and 
placed in a large cage with individual compartments. 
At the front of each compartment was a door leading 
to the track and the doors were so arranged that they 
could all be opened simultaneously. When the dogs 
were in their places the fun began. There was a rail 
running around the entire track about a foot above the 
ground. On this rail there was an artificial rabbit 
operated by motor power. At a given signal the rabbit 
started out and circled the track, gradually gaining 
speed as it moved. As it finished its first circle and 
passed the waiting dogs, the doors were opened and the 
flock started out pell mell after the rabbit. Exciting? 
I’ll tell the world it was. Staid gray-haired men waved 
their hats and canes and yelled like sixteen-year-olds. 
Women stood up and shrieked for their favorites. As 
they came down the stretch there was a mix up of 
dogs and a wild scramble. Out of it emerged the 
winner, and the rest trailed him to the finish. As 
soon as the race was over the winners were posted on 
the bulletin, and the bettors swarmed around the 
booths cashing in their tickets. The losers tore theirs 
up and hustled out to buy new ones for the next race. 


A Few Small Stakes 


We put up a few small stakes for the novelty of the 
thing, but luck was not with us. The only dogs we 
picked who came up to expectations were ‘‘Hot Steam” 
and “Bobby Burns.” Steam was there like a locomo- 
tive, and Burns fairly burned up the track. The 
women were more fortunate. They pooled their bets 
at 50 cents each, playing their hunches. 

And so it went, parade after parade—race after 
race. The last was a hurdle race, and it was worth 
the price of admission to see those long bodied, sleek, 
graceful animals bound over the hurdles. The crowd 
went wild over it, and the winner of the King’s Derby 





(Continued on page 80) 
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Clearwater, Fla., issue of June 10, 1926. This rec- 
ognition from a prominent daily newspaper must be 
well merited and is graphic evidence of the intelligent, 
painstaking and accurate editorial service rendered by 
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ARELY does a single editorial achieve- 
ment receive the prompt reaction which 
has been given the series on Florida 

written by Llew S. Soule, Editor of HARDWARE 
Ace. Our readers are familiar with these 
human interest stories which give vividly and 
accurately a picture of the conditions found 
by Mr. Soule on his recent intensive study 
journey through Florida and neighboring 
states. Within the hardware industry 
manufacturers, jobbers and retailers have 
been keen for further information and 
answers to specific questions. At every 
. turn Mr. Soule has been asked ques- 
The 
newspaper editorial reproduced here 
is a real compliment, coming as 
it does from a factor outside of 
our own field. 
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The Big Moment! 
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Typical scene during a Rackliffe Bros. paint demonstration. The manufacturer’s representative is giving a prospect 
some literature and personal suggestions, which will bear fruit in the way of sales at a near future date 


Rackliffe Brothers’ Hardware Store Is 


New Britain’s Paint Headquarters 


Value of Demonstrations 
Power of Personal Contact 
This Story Illustrate S <( Getting the Best from Manufacturers’ Salesmen 
Selling Related Merchandise 
Main Street Methods on a Side Street 


products made in New Britain, Conn. It is 

the hardware capital of the world, home of 
builders’ hardware, household appliances, tools, 
cutlery and countless other staple hardware items, 
distributed over the civilized world. 

In the very heart of this city’s manufacturing 
center stands the interesting and well stocked hard- 
ware store of Rackliffe Bros. Co., founded thirty 
years ago by F. E. Rackliffe, Sr., treasurer of the 
firm and father of Fred Rackliffe, who is the active 
executive of the business today. Fred is one of those 
very active fellows, up and doing, keen for better 
merchandising and always ready to aid his commu- 
nity as a citizen or merchant in a civic or commercial 
capacity. He is at present a member of the Connec- 


prod hardware store in this country carries 


ticut State Legislature and a past president of the 
New Britain Rotary Club. 

The Rackliffe business with local factories is tre- 
mendous. You see the large Rackliffe warehouses 
along the railroad track and note the company’s 
trucks here, there and everywhere in the Hardware 
City. 

One of the outstanding departments of the busi- 
ness is that section devoted to paints, varnishes, 
glass, putty, paint brushes, shellacs and allied prod- 
ucts. Annual sales for this section will reach about 
$125,000, the complete stock having approximately 
five turnovers every year. The average active paint 
stock will inventory at $18,000. 

Twice a year the company conducts a paint dem- 
onstration with the aid of a paint manufacturer’s 
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salesman, sample cans, color cards and newspaper 
advertising. Though the Rackliffe store is located in 
the heart of the manufacturing section, the semi- 
annual paint demonstrations attract many house- 
owners, who must walk 20 minutes from the square 
to reach the store, thus proving that well kept stocks 
and proper service stimulated with good merchandis- 
ing methods will “make a beaten track” to your 
store. 

Local factories, painters, building contractors, and 
other business firms are large buyers of paint, but 
the largest part of the store’s sale of this line is with 
home owners. 

A demonstration runs three days. Cards are sent 
out inviting the people of New Britain to visit the 
store, bring paint problems to the factory expert for 
solution, obtain a sample can of paint, and learn 
some new kinks about painting the interior and exter- 
ior of a home. At a recent demonstration 1500 people 
registered at the store; 75 per cent of them were 
home owners. Each received a sample can of paint 
sufficient to make a fair test. Within one week many 
had been back in the store buying larger sizes. Some 
did not know the color desired, so they brought the 
empty sample cans along and asked for the same kind. 

Henry Rayno, manager of the paint department, 
has had a good record for selling brushes each time 
he sells paint. He finds that with the proper ap- 
proach he can sell practically ten out of ten. He asks 
the customer the purpose for which the paint is in- 
tended, suggests a suitable brush, stresses the im- 
portance of a good brush to help make a good paint 
job and usually makes the sale. With paint and 
brush both sold, he suggests sandpaper and putty, 
that is, if it is that kind of a job. 

Intensive selling effort in the past six years has 
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brought the Rackliffe paint business to its present 
high point. Six years ago the annual volume was 
about one-sixth of the present estimated $125,000. 
The firm has handled paints and allied products for 
twenty-five years, that department having been 
added five years after F. E. Rackliffe, Sr., founded 
the business with his brother. 

The Rackliffe paint department has become a vital 
factor in New Britain painting activities. Due to 
the knowledge of Mr. Rayno and his assistants, the 
attendance at the paint demonstrations and the firm’s 
reputation for general good service, the paint de- 
partment is frequently quizzed by factory purchas- 
ing agents, factory production men and factory en- 
gineers with some peculiar paint problem to face. 
Home owners, of course, are always in need of this 
service. 

Henry Rayno is the type of paint department man- 
ager who realizes that a knowledge of painting and 
the use of paint is vital in his daily work. Whenever 
the paint salesman is in town Henry gets him aside 
and puts up his problems for solution. He reads the 
paint merchandising articles in trade papers, studies 
the manufacturer’s handbook and pamphlets and is 
always keen to add to his paint knowledge. 

With a knowledge of paint, its uses and abuses, Mr. 
Rayno is able to impress upon his customers, that 
Rackliffe’s paint service is a real community asset 
and the proper place to obtain service advice as well 
as quality material. 

The customer naturally feels safer buying from one 
who knows and is willing to offer sound suggestions. 
This breeds confidence in the store, the man and the 
line handled. The customer obviously recognizes that 
a paint manager with a knowledge of his line will only- 
handle and recommend a quality product. 





View of an afternoon crowd at a recent Rackliffe Bros. paint demonstration. The picture was taken just outside the 
store and gives one a clear idea of the local interest in such an event 
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By Charles K. Beidenkopf 


ERE is the very best time in the year for the 
hardware man to get a whole lot of busi- 
ness—and I’ll bet my shirt that not one per 

cent of you fellows are making the slightest effort to 
get even any portion of your share. . 

I just saw the last report of the two big mail order 
houses. Montgomery Ward & Co. increased over 19 
per cent for the past month and has made increase 
in sales for the past 51 months. The Sears Roebuck 
Co. has shown increase of about 14 per cent. This 
means that many millions of dollars every year are 
taken right out of your towns by these two big giants, 
from which every small town merchant suffers, and 
your home town people send all their money to them. 
It is as true as the Bible that were it not for the 
small towns and rural route customers these mail 
advertising houses would go bankrupt—and they 
don’t disguise the fact. They do everything in their 
power to entice your customers to send them their 
money while you fellows sit idly by and don’t make 
a single move to stop it. 

Right now they are working overtime flooding 
your towns with catalogs and circulars—writing to the 





customers that rightfully belong to you to trade with 
them. And what are you doing? Not a darn thing 
but bellyaching and whining that the hardware busi- 
ness is going to the dogs. Well, Mr. Hardware man, 
it’s not going to the dogs by a long shot; it’s going: 
where it’s appreciated—and that’s to the mail order. 
houses, department stores, Kresge and Woolworth, 
Grant, McCrory. 

These stores are not afraid to spend a little. 
money on good clean advertising—not once a 
year but constantly, day in and day out. What the. 
majority of you guys need is a good stiff kick in the 
pants to wake you up. No wonder that about 70 
per cent of the hardware stores are losing money. 
The dry goods man is a live advertiser; so is the 
clothing man and shoe dealer. In fact every kind of 
merchant but the hardware man knows that the. 
proper kind of advertising brings business. 

Now, we have just such plans and tools for any 
hardware man who wants to do more business—but 
if you are afraid to spend a couple of dollars a week, 
why just keep on sleeping and you’ll soon be fit for- 
the morgue. 








On Habits and Their Cash Value 


ISCUSSING the exhibiting end of the motion pic- 

ture business with an authority, I repressed the 

desire to ask about the private lives of the various 
stars and staresses. 

Surviving this great mental struggle, I inquired as 
to the keynote of good management. From this point 
on I listened and learned. 

In brief, I was apprised of the fact that going to 
the movies is a matter of habit. In the managing of 
a theater do all things that will strengthen this habit 
and refrain from doing those things which might 
break the habit. 

For instance, to raise the price of admission when a 
good picture is shown is to possibly raise the dickens 
with the habits of the more independent cash customer. 

To this reasoning, I added a bit of proof. For three 
succeeding Monday nights, I have been able to take 
note of a half dozen individuals repeating at a neigh- 


borhood picture house. 


Not only that but they seem to gravitate to the. 
same seats. I eliminate my own case, being sort of an. 
observer as it were. 

Here seemed to be additional proof that it is dan- 
gerous to tamper with spending and buying habits. 

Recently a large eastern department store remodeled: 
its interior. The master mind of the decorating firm 
decided to do away with the aisle tables in the inter- 
est of beauty. 

Six months later, the sales manager put back the. 
tables in the interest of sales. 

An aisle table in a hardware store is apt to catch. 
the same shoppers who make it profitable to the de- 
partment store. 

A small item with the price displayed has the tend- 
ency of stopping the feet and starting the mind. 

It strikes me that pair box hinges are ideal for the. 
purpose. Consumers have the habit of picking these. 
up in the five-and-ten-cent stores.—Fourthoughts. 
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dventures in the 
Hardware Busines 


A Human Interest Story of a Dealer's 


Rise to the Top and How He Did It 


by C. L. SMITH 
Part Il 


be done under the ever watchful and fearsome 

eye of the boss. He forever kept popping out 
from behind the partition when I was busy weeding 
out old stock, often bursting into remonstrance but 
always quickly called to account by me. 

“It’s the agreement,” I would say, and went on with 
my job. Jimmy told the credit man at the wholesale 
house what we were up to—‘“modernizing old man 
Grimes and bearing him on to fortune’; they liked my 
pluck, trusted Jimmy and gave us leeway. 

My first job was to get the dead stock weeded out, 
to cut down on fogy lines and to be watchful of na- 
tional and trade paper advertising. I modernized the 
stock inside of 60 days by careful selection of special- 
ties, varieties, electrical goods, then first entering the 
trade, and I was most careful in the job. I grabbed 
the best of the dealer help stuff, which Grimes for 

years had tossed 
into the furnace un- 
opened! and I 


LOT of the reforms I set about to make had to 
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I got the goods out into the open 

with plain price marks on them 

and these low enough to get a 
good turnover 


snapped up the shop with fresh paint on walls and 
counters. I got the goods out into the open with plain 
price marks and those low enough to get a turnover. 
Grimes had always scorned aggressive selling schemes 
and methods. ~ He shuddered and often tottered back 
into the stockroom when he saw me selling a hammer 
buyer five pounds of nails extra or a brace and bit to 
a carpenter, who merely dropped in to get his saw 
fixed up. But sales increased, bigger crowds appeared 
at times. At this stage, I began to realize that I had 
stretched the old man’s slender credit to the breaking 
point. 

Bills, bills, bills! Our inventory was heavy though 
no heavier than that at Callahan’s. But I failed to 
recognize the fact that our expansion was rapid; theirs 
had been fairly slow. Sales had to keep pace with buy- 
ing or I would go on the rocks. I knew Grimes was 
the man to point a boot at me as well as a finger of 
rage. I had proceeded on the simple basis that in- 
creasing sales meant increasing business and increas- 
ing ability to pay. Grimes showed me, a little too 
late, that this theory isn’t always sound, that only 
when the dealer has surplus capital can he handle such 
an increase in volume, especially when slashing prices 
on old stock bought at higher prices. 

Things really looked bad at the end of four months. 
The notes that had tided us over fell due and we could 

not meet them. Requests for renewals didn’t suc- 
ceed in every case and it looked like failure. Jimmy 


N 
Y yp comforted me as best he could, but even 


his house was beginning to fear for the 

account and proofs of increased sales 
failed to satisfy them. 

One day I picked up a copy of the local 

afternoon daily and noticed that 

a neighboring grocer was using 

regular ads offering 20 to 25 

specific articles at cut prices. As 

these ads, it proved, appeared 

day after day I decided that it 

must be profitable. I called on 

Biggers the grocer and he said 

that advertising had “made” 

him and that he got a good 





(Continued on page 81) 
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The Flea Market 


(Marché aux puces ) 


By Saunders Norvell 


PARIS, FRANCE, May 25, 1926. 

N the mantel ticked a graceful Empire clock. 

There were four columns, and the upper part 

was like a Greek temple. On the mantelpiece, 
flanking the clock, were Chinese vases in lovely blues. 
The charming dining room in this Paris flat was fur- 
nished entirely with antique furniture. An old side- 
board was of dark oak with hinges and locks ham- 
mered out by the loving hand of some workman cen- 
turies ago. An ancient linen press reflected the light 
on the rich surface of its polished wood. 

* * * 

There was an air of repose, of peace, of good, old, 
happy, contented days in this Paris dining room. 
There was also a suggestion of expense, of cost, of 
quiet, rare and luxurious things. 

* * * 

Reading my thoughts, my hostess smiled and re- 
marked: “That Empire clock cost me 55 francs, or 
just $2.20. Then it cost 80 francs, or $3.20, to clean 
it up, repair it and put it in perfect running order—a 
total of $5.40.” I gasped. This clock on Madison 
Avenue would sell for at least $75. 

% * % 

Then she showed me her collection, and told me 
the prices she had paid. Tables, chairs, silver—all 
lovely, all old and all at prices so cheap as to be al- 
most beyond belief. She smiled as she told me how 
she managed—how she found an old chair here in 
some out-of-the-way shop, another miles away in some 
other shop; how she bought lovely soft-colored, old, 
silk curtains, heavily flowered and brocaded, and used 
them for chair coverings; how she had the paint 
scraped off these ancient chairs and the wood brought 
out in all of its natural beauty. 

x * *% 

“Of course,” she added, ‘fone must know something 
of furniture—the periods, the good from the bad. One 
must also know silver and china and clocks. Here are 
books one must read. But how much one learns, and 
what fun to hunt and hunt, and finally the thrill of a 
real discovery! It is great sport—much more fun 
than hunting wild animals in 













Africa with all those dirty, 
smelly, ugly, naked natives! 
Your discoveries become a cote 
part of your daily life, and, 





RUSINESS resembles a hu- 


thought must be given to the 
elimination of dead matter or 


“But,” she continued, “‘we must take you to ‘Marché 
aux puces,’ the FLEA MARKET, at the Porte de 
Clignancourt, one of the old gates of Paris. It is 
there I have made my greatest discoveries and found 
my best bargains.” So it happened that on a Sunday 
we motored to this out-of-the-way, poor quarter of 
Paris, and here I had the unusual experience of visit- 
ing a kind of market I had never seen before. It was 
to be a new experience in buying and selling! 

% * * 

The flea market must be near a cemetery, because 
we passed a number of funerals. The French hearse 
is open—no glass—a light wagonette sort of affair, 
drawn by two horses. The driver sits formally on a 
high box adorned by a livery and an imposing cocked 
hat, such as Admirals wear. The coffin rests exposed, 
but covered with the various beaded, metal, imitation 
flowers. All the family and friends walk behind the 
hearse. There are no carriages. When a _ hearse 
passes all the bystanders remove their hats in respect 
to the dead. Even when members of royal families 
die, kings and generals walk on foot behind the cor- 
tége. 

* * % 

The flea market is on a great, barren, open space 
like a parade ground. There are one-story booths in 
i long line. Everything is sold but food. Everything 
is second-hand—clothing, shoes, hats, old hardware, 
parts of automobiles, furniture, paintings, prints, 
books. Things are piled in the ut- 
most confusion. Dust is every- 
where, on everything. Scantily clad 
children of all ages run wild all 
over the place. Men and women, 
poorly dressed, are in charge of the 
various shops. They make no ef- 
fort whatever to sell you. You 

rummage around, and when you 

find something you might want 
you ask the price. There are no 
price tags or cost marks. How- 
ever, each salesman knows his 
prices, and several salesmen in 
the same place have the same 
starting price. Of course, there 
is haggling everywhere. I no- 
ticed when you’ simply ask 
prices they are indifferent, but 
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vou know, ‘A thing of beauty there will be trouble. Every 
F : >” business in order to be healthy 
is a joy forever. must have a regular system when you take out money and 
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was possibly the better col- 
Prices were so low they were 











lector of the two, even if his 
taste did not run to antiques. 
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ridiculous. I saw a drawing- 
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room set of seven pieces, in a good state of preserva- 
tion, covered with fine silk, sold for 1000 francs ($40). 
One of the chairs would have sold for that price on 
Fifth Avenue. All objects over one hundred years 
old are not assessed any duty in our customs, so these 
antiques are moving to America in enormous quanti- 
ties. As homes are broken up, their contents drift, 
piece by piece, to the flea market. Sellers must get 
very little. Then, it is generally known that a lot of 
things are stolen, and here find their market. 


% *% % 


Among a lot of rubbish I dug out what appeared to 
be a chandelier. It was covered with dust and dirt. 
Rubbing off one of the parts, I found it was of bronze. 
It was of exquisite workmanship—hand-made—and in 
excellent condition. I bought it, brought it to my 
room and washed it with hot water and the aid of a 
toothbrush. As I write, it lies on a nearby sofa, a 
lovely old bronze green. There are six sockets for 
candles, and the drippings of the candles are still there. 
You see such chandeliers hanging by their long chains 
in Florence and other Italian cities. 1 would give a 
great deal to know the history of this candelabra— 
what artist fashioned it so carefully of bronze, where 
it hung for years, how it finally reached the dust and 
dirt of the flea market. Now it was to have a new 
adventure—cross the ocean, a new world, and hang 
in the hall of a house on Long Island Sound! 


¥ *% * 


After a long-drawn-out argument, it cost me $12. 
It could not be bought in New York for a cent less 
than $300. What’s more, it couldn’t be bought at all 
because it is all hand-made, and there is not another 
one just like it in the world! 


* + * 


As I study its workmanship I notice that every part 
is screwed together. Just think of the labor of fash- 
ioning all these threads! I can take it all apart and 
pack it in a comparatively small box. In the Middle 
Ages life and property were very uncertain. <A quick 
getaway was often necessary. Most of this old fur- 
niture is made in small parts so it will easily pack for 
horseback transportation! 


* * * 


Another find was a pair of Empire vases. There 
are saints with halos painted on them. As I write, 
the brilliant gold bands on these vases make a touch 
of light against the dark wall of my room. These 
vases were no doubt once altar pieces in some church. 
Hope I do not smash them on the way home! 


* * * 


I could write of other purchases, but I am afraid I 
will bore my patient hardware readers. However, 
when you visit Paris take my word—don’t spend your 
money on the Rue de la Paix. Go to the flea market. 
It is only open on Saturday and Sunday—and, alas! 
Sunday is the best day. 


* * * 


Sinclair Lewis, author of “Main Street,” “Babbitt,” 
“Arrowsmith,” etc., lives in Paris. He has just re- 
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fused the Pulitzer prize for “Arrowsmith.” A Main 
Street jeweler of Kansas City has just sent him a 
present. It was an enormous hat—sent on a truck. 
Newspaper men and photographers went along. Sin- 
clair was not happy when he opened the packing case! 


* % *% 


One fine day we went on a picnic to the Forest of 
Fontainebleau—near Barbizon, where Millet lived and 
painted. We were quite a party, but there were sev- 
eral large, well-stocked baskets. What a lovely scene 
it was as the light filtered down in patches through 
the trees! There were splendid ferns everywhere. We 
discussed the political conditions of Europe. One can 
be so broadminded with a piece of cold chicken in one 
hand and a glass of champagne in the other! Our 
chauffeur was a Russian Prince. He had charming 
manners and spoke seven or eight languages, but he 
knew his place as a chauffeur. This made me think 
he was really a Prince. 


* * * 


Our host, who had just been saying how foolish it 
seemed for such lovely countries as those of Europe 
to devote their time to war, killing, strikes and revolu- 
tions when they might be so happy, and when life 
itself was so short, suddenly rose to his feet and re- 
cited this poem of William Ernest Henley: 


“Let us be drunk, and for a while forget, 

Forget, and ceasing even from regret, 

Live without reason and despite of rhyme, 

As in a dream preposterous and sublime, 

Where place, and hour, and means for once are met. 


Where is the use of effort? Love and debt 

And disappointment have us in a net. 

Let us break out and taste the morning prime— 
Let us be drunk. 


In vain, our little hour we strut and fret, 

And mouth our wretched parts as for a bet: 

We cannot please the tragicaster Time. 

To gain the crystal sphere, the silver clime, 

Where sympathy sits dimpling on us yet, 
Let us be drunk!” 


*¢ * 


I shall not soon forget the picture—the sunlight in 
the woods, the party sitting around the white table- 
cloth, the gleaming of silver, the standing, bareheaded 
man holding out his glass of champagne in which the 
sunshine shone like burnished gold, nor shall I forget 
his conclusion, after a short pause: “What asses!” 





Correction of Error 


In the article entitled “Motors and Pullmans,” by 
Saunders Norvell, published in the June 3 issue of 
HARDWARE AGE, the gross income of the Pullman Com- 
pany was erroneously given as $18,490,323. 

The figures in the statement should have read 
$81,490,323. 
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80 Per Cent of All Goods 
Purchased by Women 


By Kenneth Leve good 





Mr. Levegood is oon manager for the firm of Barker, Rose & Clinton Co., Elmira, N. Y. Above is a pic- 
ture of him and a corner of his workshop 


WONDER if hardware merchants realize that 80 
per cent of all the merchandise sold is purchased 


by the women of the country? That means that 


80 per cent of our windows should appeal to women. 

They carry the pocket-book and they do the shop- 
ping—that means the window shopping as well as the 
actual buying. How many windows are put in during 
a month that appeal directly to a woman? Watch your 
windows for 15 minutes—how many women stop to 
examine your display and how many men? All right, 
if more men stop than women, you may be using the 
wrong display. In our store today we have four win- 
dows, one has a display of builders’ hardware, another 
garden seeds and tools, another radio “B” batteries, 
and the big display is baseball goods, because it is 
Baseball Week. Not much there that would appeal to 
a woman. Of course we will sell from those windows, 
but the question I am raising is, could we sell more 
goods if we appealed more to women? 


Primary Object 


The primary object of every window is to sell mer- 
chandise; beautiful backgrounds and artistic signs, 
moving objects and electrical effects, all work to one 
point: to sell the goods shown in the window. The 
most beautiful window on record may lack that “pull” 
that will bring the passerby in to your store, and make 
him buy. Of course, your window must be attractive. 
Stop and think of your own town stores. You noticed 
so and so’s because he had a display that drew you to 


his window. On the other hand there are stores on 
your own street that you cannot tell what they are 
showing right now because the display is careless, the 
window dirty, or it was so dark you could not see in. 

Stop the passerby. The Display World has a slogan 
that fits very aptly, ““Window advertising makes the 
passer buy.” If you can get their attention they will 
pause for a minute, remember you, and buy later if 
not right now. The greatest salesmen in your store 
are your windows, and yet many carelessly toss in 
their displays and leave them for a month. 

The best authorities tell us that window displays 
should be changed every day. I doubt if they ever 
tried to trim a “Gulliver Goods” window or they would 
not say that. Hardware windows should be trimmed 
every week. People in passing your store soon learn 
to look at your displays and will quickly pass up a 
week old trim. 


Rules for Good Windows 


I once wrote out the possible number of hardware 
trims of a distinctly different nature from our stock 
and I found there were 80; probably many more can 
be added. I doubt if there is any line of business that 
offers as many possibilities as a hardware store for 
windows. I do not mean backgrounds. 

Everyone has their favorite points, and I have listed 
mine as follows: 

1. Have a definite plan mapped out before you step 
in the window. 
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2. Keep the glass clean and the floor polished and 
the merchandise dusted spotless. 

3. Always use NEW cards that are clean and have 
a dash of color. Do not use more than 2 or 3 colors on 
one card. 

4. Use colorful backgrounds. Statistics prove that 
more people will stop before a window with bright 
colors in it than before a dark colorless display. Use 
crepe paper, it is inexpensive and very beautiful ef- 
fects can be produced with a little study. Get on Reid’s 
and Dennison’s mailing list, for booklets on how to 
drape and cut paper for the best results. These books 
are free, and ought to be, because you must use their 
paper for the best results. 

5. Fight “mass” displays, even at special sale times. 
Much better results will come from “thin” windows 
than from overcrowded ones. I know this is a hard 
thing to put over, because some managers want to 
put everything they have in stock in one window. 

6. Make your show cards short and snappy—catch 
the passing eye with three or four words rather than 
writing a book on one sign. 

7. In almost every case price your merchandise; 
people like to know before they come in the store what 
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the price of the article is. Much could be said in favor 
of this system, but there is not room here. Just do it 
because experience has taught display men it is the 
best thing to do. 

8. Have your displays seasonable and never allow a 
Christmas display to remain up until Easter. Laugh— 
but it has been done. Try to make every display dif- 
ferent from the last. 

9. Study every window you see; study every mag- 
azine you can get your hands on. The HARDWARE AGE 
is one of the best you can read, and I am not saying 
that because I am writing for that paper either, but 
because it contains many real window helps. I get 
many of my best ideas from these pages. Don’t copy 
local windows exactly, but adopt parts of them for 
your own use at a later date. 

10. Tie up with your own local advertising; have 
your displays planned so that you get a double appeal 
that gets ’em coming and going. 

11. Last, and probably the most important rule of 
all, remember “the axiom of window display,” as 
William N. Taft states in his book on window dis- 
plays: “Effects should be subordinate to the goods 


shown.” 





Complete Poultryman’s Window Builds Profits 


HE job of getting the elusive order and the cash 

that goes with it calls for a continual exercise of 
sales head work. The Wilcox Hardware Co., Adrian, 
Mich., is an example of such head-work properly ap- 
plied and we are passing the facts along for the good 
of such readers as have a desire to see more orders 
rolling in. 

The Wilcox company has been in business for about 
seventy-five years and has based its business upon 
merchandise of a kind and quality to meet the desires 
of its customers plus an active publicity campaign 
at all times to let its customers know what they 
may expect to find in the store. 

The window display shown herewith is one example 
of the publicity efforts put forth by the Wilcox Co. 
It has taken one of its windows and has made 
a complete display of poultry supplies. These items 


are made up as attractively as possible with a sample 
of each kind of equipment needed on the farm. It 
is interesting to note, however, that nothing but 
poultry supplies is shown in the display. As a result, 
the passerby is stopped by the thought that here is 
everything needed for the poultryman. Since about 
everyone is interested in poultry, it is a window that 
appeals to almost everyone. 

It is interesting to know that the Wilcox company 
created so much interest in the Royal line of supplies 
that some of the items were exhausted before the 
display was ready to be taken from the window. One 
customer came into the store to buy a brooder and 
upon being informed that the last one had been sold 
except the one in the window, the customer then de- 
manded that the one in the window be taken out and 


sold to him. 
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How to Keep the F'armer’s Dollar 
at Home 


By W. Milton Kelly 
PART TWO 


efficiency man, but I do claim to know my busi- 

ness and to be able to manage it as efficiently 
as some of you bankers and merchants are running 
your banks and stores. Therefore, I am going to tell 
you how you can keep more of the farmer’s money 
in your city; and at the same time help him to secure 
more than thirty-five cents out of the retail price of 
his products. 

You are business men and you are naturally inter- 
ested in more trade from farmers. You prosper when 
the farming community about you is prospering. If 
the farmer could bring his small products to your city 
and sell them for cash, it is only reasonable to assume 
that considerable of this cash would be left in your 
city. How much would depend largely upon your abil- 
ity as salesmen. Other bankers and merchants would 
share in the prosperity the same as those who are 
handling your line. Some of the money would be 
left in your banks. 


| AM a farmer, and do not pose as a business or 


Sell the Farmers 


Have you ever given this question consideration? 
If not, let me explain the proposition to you, and have 
you revolve it around in ‘your mind, and then talk 
it over with your bankers and merchants. If they are 
sold to the idea call a meeting and discuss what can be 
done about it in your city. If you will make a careful 
study of the situation I am sure that you will find 
that the real trouble with the city is that you business 
men have never made any honest efforts to encourage 
the farmers in your trading zone, and those in other 
trading zones further from your city, to make more 
money to spend in your city. You must sell your city 
to the farmers before you can sell them your mer- 
chandise or have them deposit their money in your 
banks. 

You have read my arguments, and I hope they may 
have set some of you to thinking. Here is the solu- 
tion of the problem. Form some sort of a clearing 
house to buy and sell farm products. This can be done 
with a capital of $4,000. Make it cooperative and a 
stock company if you choose, and above all other 
things make it strictly a non-profit organization. Each 
share of stock should represent one hundred dollars 
paid in capital in the form of cash, or a bankable note, 
and have it draw 6 per cent interest. In that way you 
are not giving one dollar, but loaning your credit to 
promote the business. You will need a good executive 
committee to look after the business and select a com- 
petent salesman. 

Your next move will be to elect this executive com- 
mittee (do not have more than five members if you 
want results) and hire the right kind of a manager. 
Then buy the farmer’s products for cash. Pay him 


75 per cent of the market price the day he brings 
them to the market, and the balance at the end of 
each month. This will help to encourage the produc- 
tion of fruit, vegetables and poultry products in your 
territory, and give the farmers a direct system of 
selling and assembling their stuff. It will not only 
bring thousands of dollars of their money to your 
city, but it will increase the production of these prod- 
ucts on their farms and add thousands more dollars 
to their income, a large portion of which will reach 
your banks and merchants. Always play on a safe 
margin by keeping a safe percentage of the sales as a 
fund to be paid off at the end of the year. Then you 
can have a rousing get-together meeting and hand out 
your checks, which means more than speeches and 
advice. Does that sound like good business to you? 
I have been interested in many marketing projects 
that would help the farmer in his efforts to get his 
products to the consumer, but the greatest marketing 
problem in this country today is that of assembling, 
grading and classifying the different kinds of prod- 
ucts from our farmers that vary from a dozen degrees 
of goodness and badness, and putting them in shape 
to bring farmers what they are worth on the big 
markets. At present farmers are finding it almost 
impossible to sell these products in the big consuming 
centers for the reason that they do not have enough 
produce at one time to make individual shipments. 


Farmers Should Finance 


You may suggest that the farmers should finance 
their own sale organization of this kind. Of course 
they should, and by tle same token they should use 
such an organization to purchase their farm supplies 
through; but farmers are not anxious to break into 
the game of buying and selling unless they are forced 
to do so by the methods of the buginess parasites who 
are now preying on them. You can see plainly how 
such a sales organization would make it possible for 
you tnerchants to avoid losses on account of overbuy- 
ing certain kinds of produce, because you could go into 
the clearing house with your odd lots and dispose of 
them at some price, and buy at the same price as other 
merchants. It would benefit the consumer, because 
your city would be sure of an even supply of these 
products from day to day. It would draw trade to 
your city from a radius of twenty miles. I would 
not suggest the direct to consumer idea at all, for 
that idea would not mix with an organization of this 
kind supported by bankers and merchants of a city. 
At the close of each day’s business one or two trucks 
should be ready to have the surplus in some larger 
city early the next morning. 

The fundamental trouble with farmer organizations 
is that they are not prepared to be of service fo small 
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producers, who need them most, to handle their 
berries, vegetables, cream, poultry, eggs and other 
small products and market them at good prices. Selling 
mixed or poorly graded products is a good deal differ- 
ent from managing a big packing house where oranges, 
apples, potatoes and vegetables are shipped in car lots. 
It is more complex than citrus leagues, grape and 
apple unions, and yet most of these small products 
are essential to farm profits and everyday life in our 
cities. In the aggregate they return millions of dollars 
to the farmers of the country. 

On energy it would prove a big saver. The farmer, 
if he plans right, has just about all he can do to pro- 
duce the products. He has to milk the cows, the chores 
to do, poultry to look after and the farm work to keep 
moving. It is his business to produce. He is not a 
salesman. He knows how to raise the crops and con- 
vert them into a marketable form. The salesman is 
not a farmer, but he knows how to prepare the prod- 
ucts for market and where to sell them for the most 
money. There are a few exceptions, but most of the 
exceptions should have been salesmen instead of farm- 
ers. If the farmers could put their products in a 
good salesman’s hands they could go ahead and pro- 
duce more. He can get more out of them and pro- 
duce enough more to make his farming profitable. 

The clearing house should always be on the job 
looking for a place to sell the farmers’ products. When 
the farmers come to the market they would find a 
ready sale for everything they have to offer. The 
manager knows where to place them, and this saves 
the farmer the trouble of looking around, and gives 
him a chance to do more work at home. 

It is needless to tell you bankers and business men 
that the more farmers come to town with their prod- 
uce, the more farmers there will be coming. More 
farmers and more often. The more often is the key- 
note of the thought, because when the farmer comes 
to town he is going to spend some money. 

The clearing house should be maintained for the 
farmer and not for the city man. The farmer will not 
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drive many miles out of his way to come to your city 
unless he is going to get something there. The only 
way that bankers and merchants can rebuild the trade 
they have already lost with farmers is to make it 
worth while for them to come to their city. With a 
fixed price and no haggling over small sums the Clear- 
ing House would be far different from your so-called 
city markets that deal in quarts, pecks and bushels. 
Such markets have little excuse for their existence, 
and in case the market is glutted the farmer has to 
haul his stuff home or drive to the next city or town 
to dispose of it. This means that the expense of the 
selling will eat up the profits he is entitled to as a 
producer. 

Rightly managed it should bring all elements of the 
business of a community together. It would not keep 
the grocers from going on. If eggs are forty cents 
at the market the groceryman can pay it to his cus- 
tomers. That will help hold the farmer’s trade. In 
that way, the Clearing House, not the grocer, sets the 
price of eggs and the public is satisfied. The trucks on 
their return trips from larger cities could be used 
to bring loads of merchandise for the merchants, 
thus making a substantial saving in transportation 
charges. If the business men of a city are unwilling 
to start a Clearing House for the surplus farm prod- 
ucts of their commercial zone, they are hardly entitled 
to the farmer’s trade. 

If the majority of you bankers and merchants would 
only set your own houses in order before devising 
means to catch the farmer’s dollar you would develop 
a whole lot more business, and it would cost you less 
to do it, because the quicker you can turn over your 
stock the less it costs to do business and down comes 
the overhead expense. Your greatest weapon with 
which to fight the mail order colossus and direct sell- 
ing organizations which are giving your business such 
a complete ripping up the back is in making your 
home city a decent place for the farmer and his 
family to trade in. As a plain farmer, I hope I have 
shown you the way. (The End.) 





A Course in Sales Talks 


ERE is a chance to get a course in sales talks for 

almost nothing. No, this isn’t the course, but 
I am going to tell you where you can get it, in fact, 
you probably have the text book at home now. 

I think that oftentimes the reason for lost sales 
is due to the fact that we fellows do not know enough 
about the goods we are selling, or that we do not tell 
the customers what we do know. Therefore, it would 
seem that if we would only put a little time to the 
study of the methods of others, we would make better 
salesmen. There are plenty of good books on sales- 
manship, but they do not deal with the character of 
the merchandise as does the book I have in mind. 
The book is none other than a catalog from one of our 
much cussed and discussed mail order houses. 

I do not advise taking the catalog’s statements too 
literally, as the products they sell are not always of 
the same character as those of a retail store. You 
will find, however, that they do not tell you that one 


hammer is better than another “because it is better.”’ 
They explain that one is “hand forged from refined 
crucible steel, properly tempered and thoroughly 
nickel-plated, etc.,” while a cheaper one is a “durable, 
general purpose hammer of forged steel and unpol- 
ished.” 

The point is that they tell you something that 
creates an interest. They have to tell you something 
about their goods, they can’t hand them to you and 
stand silently by while you look at them and decide 
whether or not you will buy. 

Get one of these catalogs, take an evening off from 
your usual diversion, and turn to the hardware pages 
and read them through. When you have finished, if 
you haven’t learned something about salestalks, then 
I am afraid you showed a lack of attention during 
the lecture. 

“There is profit in studying the ways of compe- 
titors.”—W. D. M. 

















June 24, 1926 





HARDWARE AGE 


45 











ers 


















pe 


t_ Have You He ard (7 
This O ne< 





_ 
—™ 
er 


























\ 





a 








twenty-four hours a day. 


Sleep is a wonderful thing. It keeps 
AF many people from cussing something 








“There’s nothing like the acid test,” 
commented Professor Argon, as he hit 
his wife in the eye in the morning 
grapefruit contest. 


—Yale Record. 





Judge (to culprit): “So we caught 
you with this bundle of silverware, eh? 
Whom did you rob?” 

Inexperienced Burglar: 
ternity houses, sir.” 

Judge (to orderly): “Call up all 
of the downtown hotels and have them 
claim this stuff.” 

—Carnegie Tech Puppet. 


“Two fra- 





When I was janitor in the insane 
asylum, I slept in the cellar; and all 
the women were wild over me. 

—Wisconsin Octopus. 





Nit (looking at Niagara from be- 
low)—Howdja like to have that fall 
on ya? 

Wit—Couldn’t do any harm— it’s 
only a drop of water. 

—Notre Dame Juggler. 





“The seven years’ itch has nothing 
on the new four-year affliction.” 

“What’s that?” 

“Collitch.”—Ohio Sun Dial. 





“That'll be all from you, old girl,” 
said the farmer’s boy as he finished 
milking the cow. 

—Carolina Buccaneer. 





Bum—What do you do with your 
pants when you wear them out? 
Bummer—Wear them back home 
again, of course. 
—Northwestern Purple Parrot. 


First Lad—Why, my father dropped 
twelve stories, and it never hurt him. 
Second Lad—You don’t say so. How 
did that happen? 
First Lad—He’s an editor. 
—Maine Mainiac. 





























“Yes,” said the tall man, “I have 
had many disappointments, but none 
stands out like the one that came to 
me when I was a boy.” 

“Some terrible shock that fixed itself 
indelibly in your memory, I suppose?” 

“Exactly,” said the tall man. “I had 
crawled under a tent to see the circus 
and I discovered it was a revival meet- 
ing.” 





Sign in a restaurant: 

Pies like mother used to make, 5c. 

Pies like mother tried to make, 10c. 
—Lafayette Lyre. 





Bride (to salesman)—Please, sir, I’d 
like a little oven. 
Salesman—Er—pardon me. Not 
while your husband’s along. 
-——Ohio Sun Dial. 


Ma—lI wish you would destroy son’s 
kiddie car. 
Pa—Why? 
Ma—He took the little girl next door 
for a ride and made her walk home. 
—Virginia Reel. 











“An undertaker was run over by an 
auto and died.” 
“He didn’t make much on that 
funeral did he?” 
“No. In fact, he went in the hole. 
—OQOhio Sun Dial. 


9) 





“Why, dad, this is roast beef!” ex- 
claimed Willie at dinner one evening, 
when a guest of honor was present. 

“Of course,” said the father. “What 
of that?” 

“Why, you told mother this morn- 
ing that you were going to bring an 
old muttonhead home for dinner this 
evening!”—Pittsburgh Chronicle-Tele- 
graph. 


Whale—Hi, Jonah! 
Jonah—Hi, Whale. Where y’ livin’ 
now? 
Whale—Atlantic Ocean. Drop in 
some time. 
—Harvard Lampoon. 


Motorcycle Cop—I just stopped you 
to get your number. 

Girl in Roadster—You State men 
sure do work fast. I just gave it to 
a chap twenty miles down the road, 
but in case he didn’t tell you it is 123- 
R. Call me up sometime. 

—Penn. State Froth. 


“My razor doesn’t cut at all.” 
“Why, George, you don’t mean to tell 
me that your beard is tougher than the 
oilcloth I cut this morning?” 
—Tit-Bits, London. 


“The evidence shows that you threw 
a brick at the constable.” 
‘“’*Scuse me, ’y Honour, it shows |] 
did better’n that. It shows I ’it ’im.” 
—Sidney Bulletin. 


— — 


Dear Old Soul (to steam-roller 
driver): “Oh, I’m so glad I saw you 
passing—I wonder if you’d be so good 
as to straighten this nail for me!” 

—Passing Show, London. 
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uestians and Answers 





Question: Have you any formula or chart show- 
ing what colored lights should be used for colored 
merchandise in order to secure effective display?7— 
R. T. N., San Francisco. 


Answer: We are very glad to answer this ques- 
tion because it has much general interest. The fol- 
lowing chart, prepared by R. L. Zabour of The West- 
inghouse Lamp Works, gives some really worth- 
while information. 


Color of Light IHluminating Merchandise Displayed 


True 
Color 
of Mer- 
chandise Red Orange Yellow Green Blue 
Black Red- Orange- Yellow- Green- Blue- 
Black Black Black Black Black 
White Red Orange Yellow Green Blue 
Gray Brown Tan Yellow Olive Blue 
Shade Shade 
Red Red Scarlet Orange Brown Purplish 
Black 
Orange Red Orange Yellow- Greenish- Black 
Orange Yellow 
Yellow Orange- Yellow Yellow Yellowish- Greenish- 
Red Orange Green Black 
Light Yellow- Greenish- Blue- 
Green Brown Green Yellow Green Green 
Deep Greenish- Yellowish- Greenish- 
Green Black Black Green Green Blue 
Light Dark Yellowish- Blue- 
Blue Violet Gray Shade Green Blue 
Deep Blue- Blue- 
Blue Purple Gray Gray Green Blue 
Violet Reddish Red- Gray Blue Violet- 
Black Purple Blue 
Purple Red Red Red Black Blue 
Shade Shade 


Rose Red Tint Red Tint Red Tint Greenish Blue 
Black Shade 


Question: Can ordinary Bristol board be used for 


show card writing? 
N. B. J., Newark, N. J. 


Answer: Yes, but it is better to use regular show 
card board. This is different from the ordinary 
card or Bristol in that it has a specially coated sur- 
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face which is scientifically adapted for the single 
stroke brush lettering. It is made in four, six, 
eight, ten and twelve ply. The word ply refers to 
thickness or weight. The best stock has a white 
filling or center, while the cheaper grades have a 
gray pulp center. The better grades pay in the 
end, as they are not so apt to warp, and present a 
better appearance in the window. 


Question: What is the best season of the year for 
the hardware dealer; when is his volume largest? 
2. What month in the vear is the largest for the 
sale of builders’ hardware? 

F. J. N., Dayton, Ohio. 


Answer: Upon investigation we find that hard- 
ware jobbers have their biggest volume in the 
months of March, April and May. The individual 
monthly volume is highest, of course, in the months 
with the best weather. Should March bring~the 
spring weather, April is usually a banner month. 
This year, for example, thé season has been very 
late and looks very much as though May will be 
the high spot for jobbers. The business will prob- 
ably hold good on spring lines well into June. It 
was not very good in March, but in normal weather 
March, April and May are the leading months. With 
retailers we find that April, May and June are the 
best three months, and the best four weeks would 
certainly be the last two weeks in April and the 
first two weeks in May. This also, of course, de- 
pends upon the season and the months I have given 
you as examples, but only hold good in normal 
weather conditions. 

With the jobber, March and April are the heavy 
selling months on builders’ hardware, and April 
and May are the big months on this line with the 
dealer. For the past two or three years building 
has been very steady and builders’ hardware has 
been active from March to July, inclusive, and April 
has probably been the best month. 

This information is based on investigation in the 
East and may vary slightly as you go further west, 
but I believe it will give you a guide for your pur- 
pose. If not, kindly advise and I will look into the 
matter further. 
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Disagrees with Saunders Norvell’s Views 
on the Pullman Surcharge 


Reader Takes Position That Prosperity of the Country Over Long 
Period Is Affiliated with Prosperity of Carriers 


N the interests of fair play and on the ground that a careful in- 

vestigation of facts would disclose that present Pullman sur- 
charges are justified, a reader of HARDWARE AGE takes excep- 
tion to certain of the views expressed by Saunders Norvell in his 
article, “Motors and Pullmans,” appearing in our issue of June 3. 

“The surcharge revenue,” according to our correspondent, who 
takes the position that the prosperity of this country over a long 
period is closely affiliated with the prosperity of the railroads, “al- 
though collected by the Pullman company, is paid in its entirety to 
the railroads and for the calendar year of 1925 amounted to approxi- 
mately $40,000,000. This surcharge revenue has increased from 
$32,605,082 in 1921 (the first full calendar year during which the 
charge was effective) to $39,841,433 in 1925, and represents a sub- 
stantial additiofi to the net operating income of the railroad com- 


AT 


Change in Personnel 
of Keystone Albumen 


and Paint Company 


The Keystone Albumen and Paint Co., 
Philadelphia, has announced a reorgan- 
ization of its personnel and manage- 
ment with the addition of J. E. Heckel 
as manager of sales, and H. H. Low- 
enstein as general manager. 

Both of these gentlemen have been, 
recently and for some time past, asso- 
ciated with the paint firm of Kuehnle, 
Inc., Philadelphia, in somewhat similar 
capacities and bring with them to the 
Keystone company a wide range of ex- 
perience in the paint and varnish field. 
| W. Fred Stoer, an active member of 
| the Philadelphia Paint, Oil and Varnish 
'Club, is treasurer and chief executive 
| of the Keystone Albumen & Paint Co. 
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“The surcharge was first inaugu- 
rated under the term of “additional 
passage charge” by order of Director 





| 


| 


General McAdoo, U. S. R. R. Ad- | 


ministration, effective June 10, 1918, 
upon the basis of approximately ‘ce. 
per mile, applicable to standard sleep- 
ing and parlor cars, and approximately 
4c. per mile, applicable to tourist cars. 
The collection was made by the Car- 
riers’ agents and not by the Pullman 
company as at present. This “addi- 
tional passage charge’ was discon- 





'dered and should be cut in half; con- | 
on June 15. 


tinued by order of the Directdr General | 


on Dec. 1, 1918, having been in effect 
slightly over five months. 

“In connection with other rate 
charges under Ex Parte 74, the Inter- 
state Commerce Commission authorized 
the reestablishment of additional pas- 
sage charge principle under the term 
“surcharge,” upon the basis of 50 per 
cent of Pullman charge for space oc- 
cupied, and distinctly provided that this 
surcharge should be collected by the 
Pullman company and accrue to the 
Carriers. In other words, the Pullman 
company merely acts as the agent of 
the Rail Carriers in collecting the sur- 
charge from Pullman passengers and 
turns over the entire amount directly 
to the Rail Carriers. 

“The difficulty with this surcharge 
situation is that the term “Pullman 
Surcharge” is a misnomer. The sur- 
charge is a railroad surcharge levied 
by the railroads upon passengers in 
sleeping and parlor cars, but for rea- 
sons of expediency the Pullman com- 
pany was ordered to collect this sur- 
charge from its passengers and turn 
the entire revenue over to the rail- 
roads. 

“In response to the widespread pub- 
lic demand for removal of the sur- 
charge, the Interstate Commerce Com- 
mission under date of April 2, 1923, 
ordered an investigation into the pro- 
priety and reasonableness of the sur- 
charge, and after many hearings dur- 
ing 1923 and 1924, the Commission 


action by Congress and subsequently 





handed down its decision under date 
of Jan. 26, 1923, as follows: 


“*The present surcharge accruing to the 








rail carriers in addition to the regular 
passenger fare for the transportation of pas- 
sengers in sleeping and parlor cars found | 


not unreasonable.’ 


“There were several dissenting opin- 
ions among the members of the Inter- 
state Commerce Commission and two 
of the members felt that the surcharge 
exceeded the value of the service ren- | 


sequently, it was apparent that it was 
a decision of the minority. These dif- 
ferences of opinion invited legislative 


many bills were introduced in both 
houses providing for the abolition of 
the surcharge. On June 7, the Senate 
Committee on Interstate Commerce, to 
whom was referred Senate Bill 1143 
repealing the Pullman surcharge, re- 
ported the bill out of committee, rec- 
ommending that it pass without 
amendment. Whether this bill will 
come up for vote at the present session 
is questionable for the calendar is full. 

“With respect to the comment of 
Mr. Norvell on the Pullman company’s 
net results for the calendar year 1925 
and particularly his reference to the 
item of profits in non-operating in- 
come, $6,535,592, it will be noted that 
he intimates that this item contains 50 
per cent of the surcharge. Such inti- 
mation, of course, is ridiculous when 
it is shown as an indisputable fact that 
50 per cent of the surcharge is equal 
to $20,000,000. It may be of interest 
to know that this item of non-operating 
income above referred to consists of 
dividends from the Pullman company’s 
manufacturing subsidiary, rentals from 
cars and income from the company’s 
investments. Also the company’s oper- 

















ating income derived from its transpor- 
tation business was $12,546,004 for 
1925, and represented a net return of 


Dave Cohen in N. Y. City— 


Visits Hardware Age Office 


Dave Cohen, hardware merchant of 
San Francisco, Cal., and president of 
the San Francisco Retail Hardware 
Association, visited New York City 
last week, and honored the editorial 
staff of HARDWARD AGE with a pleasant 
and interesting visit. Mr. Cohen at- 
tended and participated in the regular 
monthly meeting of the Hardware and 
Supply Dealers’ Association of the 
Manhattan and Bronx Boroughs, Inc., 
On June 17 he was in- 
vited to attend the Philadelphia Retail 
Hardware Association meeting and at 
press time we believe he was on hand. 

Mr. Cohen had talks with Ed. Fer- 
guson, president, Manhattan and 
Bronx Association and N. R. H. A. 
director R. J. Atkinson. All three 
compared notes on association activi- 
ties, trade practices and evils and came 
to thee conclusion that each had much 
in common with the other. 


Soss Bowling League 
Holds Annual Banquet 


The bowling league of the Soss 
Manufacturing Co., Brooklyn, N. Y., 
held its first annual banquet and thea- 
ter party on the evening of June 15. 

Joseph Soss, president of the com- 
pany was the guest of honor and said 
in part: “The spirit of good fellow- 
ship is very evident” and wished the 
members every success in whatever 
their undertaking may be. 

Other talks were given by Mr. 
O’Brien, president of the club and by 
the captains of the various teams. 
After the dinner the party adjourned 
to enjoy a good bill of entertainment 
at the Keith-Albee Theater. 

A feature of the occasion was the 
presentation of handsome loving cups 


substantially less than 6 per cent on a to Captain C. J. Soss, Mr. O’Brien and 
fair value of the property. | Leroy Hall. 
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Jersey Outing Bigger and Better at 
Bertrand’s Island, June 16 


President Al. G. Birkenmeier, Jr., and Morris Miller as Usual Put 
Over a Big Good Time for Everybody—About 200 Present 
—Weather Just Right—Wonderful Dinners— 

Baseball, Water Sports and Field Events 


ICTURE a June day neither warm nor cool, two bountiful din- 
ners well served, refreshments all day long, the best of compan- 
ionship, old friends, new friends, water sports, baseball, field sports, 
a pleasant drive to and from a beautiful lake resort and you begin 
to get an idea of annual outing of the North Jersey Hardware and 
Supply Dealers’ Association, held at Bertrand’s Island, Lake Hopat- 


cong, N. J., on June 16. 


The efficient committee as usual, was 
Al. G. Birkenmeier, Jr., association 
president, and the genial Morris Miller 


r 


of Newark and Jersey City respective- | 


ly. Aland Morris picked a real place 
this time and put the outing and games 
over in real style. 

At supper the Hardware Booster 
delegation had its own table with 
twenty loyal members present. The 
Boosters voted it one big fine outing. 

R. J. Atkinson, N. R. H. A. director, 
Brooklyn, N. Y., was present but un- 
fortunately his regular side kick Al 
Cornell, Brooklyn, president of the 
Metropolitan Hardware Association 
could not be present due to pressing 
business matters. The committee offi- 
cially and the members at large ex- 
pressed regret at the absence of Mr. 
Cornell. Fred Horn, Brooklyn, and a 
director of the New York State Retail 
Hardware Association was there and 
from the Manhattan and Bronx organ- 
ization came Arthur Schimell, treas- 
urer of the Metropolitan, and G. Dun- 
can MacLeod, chairman of the Man- 
hattan and Bronx Association’s enter- 
tainment committee. 


friends and business mates. 
the 


and 


About 200 hardware men were present. 


State Assemblyman A. G. Birken- 


meier, Sr., father of President Al., Jr., | 
was able to be there among his old | 

Among | 
Boosters | 
present were past chiefs, H. R. Conner | 
Fred Ritterbusch, former secre- | 


prominent Hardware 


_tary Al. Westphal, former Junior chief, 





William J. Graham and Fred Hinch- | 


man, official Booster’s auto guide for 
North Jersey. 

W. Glenn Pearce, field 
Pennsylvania and Atlantic Seaboard 
Hardware Association, was on the job 
with his movie camera taking action 
and group photos which will be shown 
in the near future at a meeting of the 
North Jersey Hardware and Supply 
Dealers’ Association. 

Matt Ludlow, Newark, former presi- 
dent, of the Jersey, Pasha and National 
associations made a few appropriate 
remarks thanking the committee and 
the manufacturers and jobbers who 
supported the outing sending represen- 
tatives and prizes for the various field 
events. 




















William E. Cross Sails for 
Four-Month European Trip 


William E. Cross, treasurer-directing 
sales of Clemson Brothers, Inc., manu- 
facturer of hack saw blades, Middle- 
town, N. Y., sailed on the steamship 
Minnewaska of the Atlantic Transport 
Line on June 19 for an extended Euro- 
pean business trip of four months. 





the subject of home canning, and so 
many methods and variations’ of meth- 
ods advised by different authorities, 
that the company has been prompted to 
assemble into a concise form a practical 
and simple book for both home and 
laboratory use. 

The book will undoubtedly be much 
valued by the housewife, inasmuch as 


it presents the whole question of can- 
/ning in a thoroughly practical manner, 
including the laying out of the canning 


Mr. Cross will visit the major por- | 


tion of the European countries in the 
interest of his organization and 
product. 
Home Canner’s Year 
Book Issued by Boston 
Woven Hose Co. 


The Home Canner’s Year Book, pub- 


on | something of a task for the housewife, 


program, methods and _ equipment, 
recipes, etc. 


The labeling of preserves is always 


| and in order to assist her in this work 
the company has included in its book a 





lished by the Boston Woven Hose & | 


Rubber Co., Boston, Mass., containing 
the latest and most authoritative in- 
formation on canning methods and 
equipment, is now ready for distribu- 
tion to dealers for the use of their cus- 
tomers. So much has been written on 


large number of assorted gummed 
labels, which may be readily detached. 


A. M. Buck Now with the 
Bridgeport Brass Co. 
A. Milton Buck has joined the sales 


force of the Bridgeport Brass Co., 
Bridgeport, Conn. He will have head- 
quarters in Washington, D. C., cover- 
ing the local territory as well as the 
States of Maryland and West Virginia. 





secretary, | 
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E. W. Smith, Assistant Sales 


Manager of Pittsburgh Steel 


Edward W. Smith has been appointed 
assistant manager of sales of the Pitts- 
burgh Steel Company, succeeding 
George W. Jones, who was recently pro- 
moted to manager of sales. 

Mr. Smith was born in New Castle, 
Pa., in 1888, and began his business 


E. W. Smith 


career with the Pittsburgh Steel Com- 
pany in 1904. The first eight years 
his services were in conjunction with 
general office work at Pittsburgh. His 
first road experience was as a fence 
salesman, but later he spent a number 
of years soliciting business from the 
jobbing and manufacturing trade. 

His ten years of work as a traveling 
salesman fitted him for more important 
work, and he became in 1922 assistant 
manager of the company’s Chicago of- 
fice. 

In 1924 Mr. Smith was transferred 
to the general offices at Pittsburgh as 
sales agent, in which capacity he served 
until the present time. 


W. G. Andrews Now with 
the Tucker Rubber Corp. 


W. G. Andrews, sales manager, cen- 
tral division, Pratt & Lambert, Inc., 
Buffalo, N. Y., has tendered his re- 
signation, effective June 15, to become 
chairman of the executive committee 
and general manager of the Tucker 
Rubber Corp., Buffalo. He will re- 
main a director of Pratt & Lambert. 

Mr. Andrews, who is son of the late 
W. H. Andrews, is well known in busi- 
ness, social and athletic circles. His 
experience in several previous execu- 
tive positions with Pratt & Lambert, 
Inc., augmented by a natural ability 
for organizing, will be valuable to him 
in his new position. 

Buffalo is headquarters of the 
Tucker Rubber Corp., an associate of 
the New York Rubber Co., whose plant 
is at Beacon, N. Y. The products of 
the two plants are mechanical rubber 
goods including mats, hose, belting, 
packing, tubings and hard rubber radio 
parts. 
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Another Member Added to the Half Century 


Club of the Supplee-Biddle Hardware Co. 


Meets at Manufacturers’ Club, Philadelphia, on June 4 to Add a New 
Member in the Person of G. William Molloy, Who Rounded 
Out Fifty Consecutive Years of Service June 1 


Philadelphia, met on June 4 at the Manufacturers’ Club in 


(ke Half Century Club of the Supplee-Biddle Hardware Co., 


that city on the occasion of adding a new member in the per- 
son of G. William Molloy, who on June 1 completed fifty consecutive 
years in the employ of the company and is today an active salesman 
for the firm in Philadelphia and Camden, N. J. 


@ 


The six members of the Supplee-Biddle Half Century Club 


a 


The officers of the Supplee-Biddle 
Company met with the five living mem- 
bers of the club to celebrate the occa- 
sion with Mr. Molloy. The entire mem- 
bership of the club now consists of Ed- 
ward Knight, Walter S. Cook, Thomas 
Weir, James Hall Righter and Robert 
Stewart. Charles Miller Biddle was 
also a member of the club at the time 
of his death three years ago. 

The members gave some very inter- 
esting talks at the meeting of the club, 
which is an outgrowth of the spirit and 








a 4 


traditions of the Supplee-Biddle organ- 
ization. Long service is the rule and 
there are scores who have passed the 
25-year mark. Others have passed 
from 35 to 40 years with the firm. 

A feature of the gathermg was the 
kindly spirit expressed by all and the 
loyalty of the “Old Timers.” Follow- 
ing their custom the new member, G. 
William Molloy, was initiated with a 
handsome bonus as a token of the ap- 
preciation on the part of the officers 
of the company. 





National and Remington 
Settle Cash Register 
Litigation Amicably 


A friendly termination of the pat- 
ent litigation between the National 
Cash Register Co. and the Remington 
Cash Register Co., and of all other 
suits, now pending or threatened, has 
been brought about through the pur- 
chase by the National Company for 
$2,000,000 of a general license from 
the Remington firm under the patent 
formerly in litigation and eight other 
issued patents and eighteen patent 
applications. 

The National Cash Register Co., in 
announcing the settlement, has the fol- 
lowing to say: 

“As a result of our purchase of a 
general license from the Remington 
Company under the patent formerly in 





litigation, and under eight other issued 
patents and eighteen applications, the 
patent litigation between our company 
and Remington, both present and 
threatened, have been amicably termi- 
nated.” 

An order affirming the decree of 
Judge Edwin S. Thomas, of the Con- 
necticut Federal Court, in the suit 
brought by Remington against Na- 
tional, has been issued by Judge Mar- 
tin T. Manton, of the United States 
Circuit Court of Appeals, on a stipula- 
tion of attorneys for both companies. 





William W. Shannahan Dies 


William W. Shannahan, vice-presi- 
dent of the Shannahan & Wrightson 
Hardware Co., Easton, Md., died sud- 
denly at his home in that city on 
May 30. 
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| Changes in Westinghouse 


Sales Personnel 


E. D. Kilburn, vice-president and 
general sales manager Westinghouse 
Electric & Mfg. Co., has approved the 
following appointments made by T. J. 
Pace, recently appointed director of 
sales: T. A. McDowell, supervisor of 
development; W. C. Koehler, super- 
visor of costs; C. F. Lloyd, supervisor 
mixed apparatus negotiations; M. H. 
Scott, chief clerk. 

Motor Apparatus—O. F. Stroman, 
manager; large motor, R. O. Watson; 
synchronous motor, C. D. Kester; me- 
dium A. C. motor, J. R. Olnhausen; 
medium D. C. motor, C. B. Stainback; 
motor generator and welding, W. H. 
Reddie; small power motor, D. H. 
Byerly (East Springfield) ; cost, F. W. 
Horst. 

Generating Apparatus — H. W. 
Smith; D. C. power apparatus, F. J. 
Lewis; A. C. power apparatus, J. A. 
Brown; power transfromers, A. P. 
Bender (Sharon); cost, S. R. Shave. 





New Bill for Metric System 
Introduced by McKinley 


A new move in the campaign for the 
adoption of the decimal metric weights 
and measures in the United States has 
been launched by the introduction of a 
metric resolution in the United States 
Senate by William B. McKinley of IIli- 
nois, it was announced recently. 

The resolution, pointing out that the 
metric commodity standards are suc- 
cessfully employed by the majority of 
nations of the world, declares that 
these metric units are “practical, easy 
to learn and convenient to use.” In 
view of the sentiment for adoption of 
the metric units in the United States, 
the director of the United States Bu- 
reau of Standards is empowered to in- 
itiate and carry out plans to encourage 
their general and common use in the 
United States. 


C. F. Blanning Takes Over 
Blanning Hardware Co. 


The Blanning Hardware Co., Wil- 
liamstown, Pa., announces that its local 
store has been sold to C. F. Blanning, 
who will continue its operation under 
the firm name of C. F. Blanning & Co. 

This change in name and ownership 
became effective on June 1. 


Burton Hardware Co. Plans 
Extensive Improvements 


The Burton Hardware Co., Inc., East 
Radford, Va., according to an announce- 
ment by J. R. Burton, general manager, 
has plans under way for extensive im- 
provements to its store, both exterior 
and interior. 

The firm is an extensive dealer in 
general hardware and harness in East 
Radford. 
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Uri T. Hungerford Dies 
in New York City 





Founder of the U. T. Hungerford | 


Brass and Copper Co., Passes 
Away on June 16, in His 
Eighty-Fifth Year 


Uri T. Hungerford, capitalist and 
chairman of the Board of Directors of 
the widely known brass and copper 
company bearing his name, died at his 
residence, 2 East Fifty-sixth Street, 
New York City, June 16, in his eighty- 
fifth year. 

Mr. Hungerford was born in Torring- 
ton, Conn., Dec. 14, 1841, one of twelve 
children of John and Charlotte Austin 
Hungerford. 

He came from New England stock, 
dating back to 1639. The name has 
been intimately associated with the 
brass industry in Connecticut, where 
his father, John Hungerford, in 1834, 
built the first brass mill in Torring- 


ton. Mr. Hungerford always maintained | 


an active interest in the place of his 
birth and on May 26, 1917, presented 
to the town the large and completely 


equipped Charlotte Hungerford Hos- | 


pital in memory of his mother. 

In 1885 he attended the West Point 
Academy, where he studied for two 
years, leaving to begin his business 
career in Philadelphia. In 1865 he be- 
came associated with Wallace & Sons, 
brass and copper rolling mills, An- 
sonia, Conn., acting as New York rep- 
resentative and manager until 1895 
when he established the U. T. Hunger- 
ford Brass & Copper Co., New York. 

Mr. Hungerford had other extensive 
business interests and was president of 
the Hungerford Securities Corp., foun- 
der of the Hallenbeck-Hungerford 
Realty Corp. and was largely interested 
in other companies in the brass and 
copper and allied industries. 

He was a member of the Merchants 
Association, Machinery Club, Sleepy | 
Hollow Country Club, and also one of 
the charter members of the Hardware 
Club, New York. 


—_—_—_—_ ————-S—— 


American Steel & Wire Co. 
Promotes J. W. Patterson 


J. W. Patterson, formerly in charge 
of fence sales in the New York office 
of the American Steel and Wire Co., 
has been appointed district sales agent, 
with headquarters in Atlanta, Ga. 

The American Steel and Wire Co. re- 
cently established an office in Atlanta. 





W. H. Haile Deetened by 
National Carbon Company 


According to an announcement just 


made public from the New York offices | 


of the National Carbon Company, Inc., 
W. H. Haile has been appointed man- 
ager of the railway sales division of | 
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Uri T. Hungerford 





that organization, with headquarters 
in Cleveland, Ohio. 

Mr. Haile was formerly district 
manager of the National Carbon Co., 
with offices in Pittsburgh. 














Boutwell Elected President 
New England Iron and 
Hardware Association 


The annual meeting of the New 
England Iron and Hardware Asso- 
ciation was held Tuesday evening, 
June 15, at Young’s Hotel, Boston, and 
was well attended. Reports of the va- 
rious officers and committees indicated 
the association is in a flourishing con- 
dition. The membership committee’s 
report showed an increase in member- 
ship for the past year. Resolutions 
were passed on the deaths of Charles 
A. Haines, Dodge-Haley Co., Cam- 
' bridge, Mass., who was president of | 
the organization; Edward R. Brayton, | 
Belcher & Loomis Hardware Co., Prov- | 
idence, R. L., who was vice- president of | 
‘the association; and Clinton E. Hobbs, | 
| Clinton E. Hobbs Co. 

Roswell M. Boutwell, Standard Horse | 
Shoe Co., Boston, who was elected 




















Mr. Haines, presided at the meeting. 
The following officers were elected for 
the ensuing year: William A. Hopkins, 
Decatur-Hopkins Co., Boston, president; | 
| Franklin E. Bragg, N. H. Bragg & Son, 
Bangor, Me., vice-president. George J. 
Mulhall was _ reelected secretary and 
treasurer of the associatron. 





Stove Salesman Dies 


Walter L. Nesbitt, well known to the 
hardware fraternity of the Northwest, 
died suddently at his home in Minne- 
apolis from pneumonia recently. Mr. 
Nesbitt came to Minneapolis in 1888 as 

stove salesman and has followed that 
line ever since. Eight years ago he 
organized the Minneapolis Stove and 
| Furnace Co., Northwestern distributors 
| for the Karr Range Co., of eaeeiates 
Ill. 
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Cornell Business Sold 
Property at $665,000 


Stephen Cornell Buys Stock and 
Good Will at $200,000—AI 
and Vincent Cornell Plan 

Mediterranean Cruise 


The hardware stock and good will 
of the S. W. Cornell hardware store at 
121 Court Street, Brooklyn, N. Y., was 
sold last week at auction to Stephen 
H. Cornell for $200,000. For the past 
thirteen years the business has been 
owned by Stephen, Vincent and H. A. 
Cornell, three brothers, sons of Samuel 
W. Cornell, who started the business 
in 1879. 

H. A. Cornell, better known as “Al,” 
is president of the Metropolitan Hard- 
ware Association and the man respon- 
sible each year for the Metropolitan 
hardware dinner and the famous 
Brooklyn summer outing. He has been 
the active executive head of the busi- 
ness since the death of the father. 
Many hardware men never knew the 
business by any other name than “Al 
Cornell’s hardware store,” and as such 
it was known throughout the country 
as an outstanding retail hardware suc- 
cess. 

Vincent Cornell, due to poor health, 
has been unable to take the same active 
part in the business. The third brother, 
now sole owner of the business, had 
been inactive for the past year, devot- 
ing his time to other interests. At the 
time of the father’s death in 1913 the 
business was left to these brothers, 
valued at $60,000. The property was 
purchased by the three brothers six 
years ago. The progress of the firm 
and its rapid increase in valuation 
seem to mark a record in the Metro- 
politan district and is credited largely 
to the good business judgment of Al 
_ Cornell, who became active in the busi- 
ness thirty-six years ago when a young 
| boy. 

The property was sold to the Kings 
County Realty Corp. for $465,000, and 
had a mortgage of $55,000. It is an 
important piece of Brooklyn business 
property. 

Al and Vincent Cornell now contem- 
plate a good vacation and rest, and 
may take a Mediterranean cruise for 
several months. Further plans have 
not been announced. 

Stephen Cornell has not made any 
announcements of his future plans of 
operation with the business of which 
he is now sole owner. 








Knight and Wall Co., Now 


Distributor, Mansfield Tires 


The Knight and Wall Co., hardware 
dealers, Tampa, Fla., has become dis- 
tributors of the products of the Mans- 
field Tire and Rubber Co., Mansfield, 
Ohio, in the entire southern half of 
Florida. 
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Hamp Williams Addresses the Ninth District 
Texas Hardware Men at San Antonio 


Convention of the Ninth District of the Texas Hardware and Imple- 
ment Dealers’ Association Is Held at San Antonio on 
June 8-9—Vital Trade Problems Discussed 


menace of chain stores and mail order houses,” Hamp Will- 


6 “+ HE individual hardware dealers must join in surviving the 


iams of Hot Springs, Ark., and past president of the N. R. 
H. A., told the assembled members of the Ninth District of the 
Texas Hardware and Implement Dealers’ Association, at the meet- 
ing of that body held in San Antonio on June 8 and 9. Further, he 


stated: 


“It is for their own protection that the small dealers will 


organize, because the mail order houses present a detraction from 


the business of the small retailer that is difficult to determine. 


order houses and chain stores are 


Mail 
making an onslaught on the small 


dealer that will be difficult to combat.”’ 


Many vital questions were discussed — 


during the trade clinic which was con- 
ducted with a question box. 

The advisability of affiliating with 
the national association was put before 
the meeting during this convention and 
discussed at the trade clinic. 

An especially beneficial discussion 
took place when some dealer wanted to 
know if any other dealer handled har- 
ness and if he made harness displays 
in his windows. It was found that sev- 
eral of the hardware dealers in the 
rural districts handled harness, and not 
only made occasional window displays 
of this merchandise, but kept a stand- 
ing display rack near the front of the 
store. Another problem that was dis- 
cussed, forum fashion, was that of the 
carrying of garden seed by a hardware 
dealer. Almost unanimously it was de- 
cided that in selling garden seed the 
hardware dealer does not rob any other 
business firm of a selling item and that 
garden seed belong in a hardware store 
the same way that hoes, rakes and 
other hardware is sold in seed stores. 

The question of seeds proved to be 
an interesting one. It was pointed out 
that in selling seeds the hardware 
dealer was using a method of getting 
lady buyers in his store. 

The meeting was highly successful, 
over 200 dealers of the ninth district 
being present with their families. The 


meeting was called to order on the | 


morning of the eighth by George Pot- 
chernick of Potchernick’s, San Antonio, 
chairman of the district. Invocation 
was spoken and a prominent San An- 
tonian delivered an address of welcome, 
and another gave a short inspirational 
talk on business in general. John C. 
Ross, president of the Texas Hardware 
and Implement Dealers Association, in 
a short speech summed up the work 
and aims of the organization. He 
showed the accomplishments of the as- 
sociation, past and present, and gave 
a short résumé of what the organiza- 
tion was expected to do in the future. 
Col. H. A. White, judge advocate of the 
eighth corps area, delivered an enter- 
taining talk on “The Trend of the 
Times.” Henry M. Hart, prominent 





| San Antonio bank vice-president, gave 
'a talk showing the direct relations be- 
tween the banker and the hardware 
dealer. 

W. A. Clampitt, of the Kingsville 
Lumber & Hardware Company, Kings- 
ville, Tex., conducted the question box 
held in the afternoon of the first day. 
H. W. Nagel of the Nagel Hardware 
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Dan Scoates 


|Company, Cuero, Tex., gave a_ store 
meeting demonstration. On the morn- 
ing of the second day of the two-day 
‘convention, Charles Viroux of the Vi- 
roux Hardware Company of Seguin, 
Tex., led the discussions resulting from 
the questions that were submitted. A. 
B. Mayhew, president of the Mayhew 
Lumber Company of Uvalde spoke on 
“Should the Dealer Maintain Suggested 
Resale Prices ?”’ 

The arrangement of a hardware store 
so that one sale would lead naturally 
to another and so that all merchandis- 
ing in the store would be easily avail- 
able was discussed by Warren Taylor 
of the Peck & Fly Company of Gon- 
zales, Tex. John Gantt, commercial 
manager of the Texas Central Power 
Company, gave a speech in which he 
pointed out the extra business to be 
gained by the hardware dealer’s carry- 
ing a line of electrical appliances. Mo- 
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tor driven appliances, such as sewing 
machines, washing machines’ and 
vacuum cleaners were discussed. William 
Coleman of the San Antonio Implement 
Company presided at the meeting and 
Dan Scoates of College Station, Tex., 
was present and acted as secretary of 
the sectional organization. N. F. Van 
Hugenhyze of San Antonio was elected 
as secretary and William Coleman was 
elected chairman. A_ vice-chairman 
was also appointed for each of the 
counties in the Ninth District, which 
comprises some 20 counties in South 
Texas. 


Two Hardware Stores in 
Jackson, Miss., Merge 


The T. McCleland Hardware Co. and 
the Addkison-Bauer Hardware Co. have 
been consolidated at Jackson, Miss. 
The combined firm is housed in the 
one store, the present site of the Add- 
kison-Bauer Co. 

The consolidation is a result of the 
purchase recently of the Addkison- 
Bauer store by the Orgill Bros. Hard- 
ware Co. of Memphis, Tenn. The 
McCleland store was purchased also by 
this company, and the combination was 
effected in order to remove the diffi- 
culty of duplicated departments and to 
complete the lines. 

The firm will hereafter be known as 
McCleland-Addkison & Bauer, Inc. 


Reorganization Effected of 
The Stewart-Mowry Co. 


Following the retirement of J. S. 
Stewart, president and one of the 
founders, the Stewart-Mowry Co., Chi- 
cago, manufacturer of high-grade var- 
nishes, has been reorganized. J. B. 
Cornish, well known in Chicago paint 
circles as the head of J. B. Cornish 
& Co., has purchased Mr. Stewart’s in- 
terests and becomes president. J. Van 
Laaten and W. J. Anderson, both of 
whom were connected with the old or- 
ganization, become vice-president and 
treasurer respectively. 

The Stewart-Mowry Co. was formed 
in 1899 by Mr. Stewart, Mr. Anderson 
and Mr. Mowry, the latter dropping out 
of the firm a few years later. The new 
company plans to enlarge its architec- 
tural and dealer business. 





Wilkin A. Evans Married 


Wilkin A. Evans, associated with 
his father in the aluminum and hard- 
ware jobbing business, as Thos. Evans 
& Son, 45 Warren St., New York City, 
was married on June 10 to Miss Cathe- 
rine Grace Bryce Gardner. Mr. and 
Mrs. Evans will reside at 540 Fort 
Washington Ave., New York City, 
after Sept. 1. 

Mr. Evans is a very active member 
of the Hardware and Housefurnishings 
Credit Men’s Association of New York. 
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Carri | 
arriage and Stove Bolt Price List 
Compiled for Hardware Age by M. M. Godschalk 
STOVE BOLTS, Round or Flat Head CARRIAGE BOLTS—(% inch diameter) 
(3/16 inch diameter) SS — = 
a — DISCOUNTS 
| — ee es i ol ole 33% | 40 | 50 | 60 
| | 5 
ant tot | 10 | 20 | 25 | 3335 | 40 | so | 60 2% | 980| 931 | 882| 784| 735| 654| 582| 490| 392 
% 85 | 81 78 68 | 64] 57] st] 43] 34 3 1030 | 979| 927] 824| 773| 687] 618| 515| 412 
4 85 8 78 68 = 87 zy 43] 34 34% | 1080| 1026| 972| 864| 810| 720| 648| 540! 432 
so % | 85] 81] 78 68 Ot 87 bl} 43 34 4 1130 | 1074 | 1017 | 904 | 848| 753] 678| 565 | 452 
i 85] 81 78 68 64 ~s7| 51] 43|~ 34 4% | 1180 | 1121 | 1062| 944 | 885] 786| 708| 590| 472 
ect cael te pag tte ea 78 2 68 60° ot 45 | 36 5 1230 | 1169 | 1107 | 984 | 923| 820] 738| 615| 492 
/ 90] 6} 81} 78] 68 60 54] 45| 36 5% | 1280 | 1216 | 1152 | 1024 | 960] 853| 768] 640| 512 
1% 95 | 91} 86] 76 i 64] 57 481 38 6 1330 | 1264 | 1197 | 1064 | 998 | 887] 798| 665] 532 
14 | 100} 95] 90] | 80| 75| 67 60} 50} 40] | 614 | 1380] 1311 | 1242 | 1104 | 1035 | 920| 828 | 690| 552 
1% =| 105} 100} 95] 85 79| 70; 63] 52] 42. 7 | 1430 | 1359 | 1287 | 1144 | 1073] 953| 858 | 715| 572 
1% | 10} 105] 99| 88] 83} 74] 66] 55| 44] | 734 | 1480 | 1406 | 1332 | 1184 | 1110| 987| 888| 740| 592 
1% =| 120] 114] 108] 96] 90] so] 72] 60| 48 . 1530 | 1454 | 1377 | 1224 | 1148 | 1020] 918| 765 | 612 
2 Bind Banned 7 108 98| 87| 78| 65| 52] | 9% | 1580 | 1901 | 1422 | 1264 | 1185 | 1053 | 948 | 790| 032 
24 | 145] 138] 131] 116| 109] 90| 87| 73] 58] | 9 | 1630 | 1549 | 1467 | 1308 | 1223 | 1087| 978| 815| 652 
2% =| 160] 152] 144 | 128] 120] 107] 96] 80] 64 914 | 1680 | 1596 | 1512 | 1344 | 1260 | 1120 | 1008 | 840| 672 
28% - 170° 162 153 136 (128 | 114 102] 85| 68. 10 1730 | 1644 | 1557 | 1384 | 1298 | 1153 | 1038 | 865 | 692 
3 J) 180} 171 | 162, at 135| 120} 108} 90| 72| | 41 | 1830 | 1739 | 1647 | 1464 | 1372 | 1220 | 1008 | 915 | 732 
3% | 200} 190] 180] 160] 150] 134] 120] 100] 80 12 | 1930 | 1834 | 1737 | 1544 | 1448 | 1287 | 1158 | 965 | 772 
4 220 | 209] 198] 176| 165] 147] 132] 110| 88 13 2030 | 1929 | 1827 | 1624 | 1523 | 1353 | 1218 | 1015 | 812 
434 | 240| 228] 216] 196 180 | 160} 144| 120] 96 14 2130 | 2024 | 1917 | 1704 | 1598 | 1420 | 1278 | 1065 | 852 
5 | 260] 247} 234} 208] 195] 174] 156] 130] 104] | 15 2230 | 2119 | 2007 | 1784 | 1673 | 1487 | 1338 | 1115 | 892 
54 | 280} 266| 252] 224| 210} 187] 168| 140] 112 16 2330 | 2214 | 2007 | 1864 | 1748 | 1554 | 1398 | 1165 | 932. 
6 305 | 200] 275| 244] 229] 204| 183] 153| 122 17 2430 | 2309 | 2187 | 1944 | 1823 | 1620 | 1458 | 1215 | 972 
18 2530 | 2404 | 2277 | 2024 | 1898 | 1687 | 1518 | 1265 | 1012 
STOVE BOLTS, Round or Flat Head 19 2630 | 2499 | 2367 | 2104 | 1973 | 1754 | 1578 | 1315 | 1052 
(14 inch diameter) 20 2730 | 2594 | 2457 | 2184 | 2048 | 1820 | 1638 | 1365 | 1092 
DISCOUNTS 
Length | List 
5 | 10 | 20 | 25 | 33%! 40 | 50 | 60 
My 120| 114] 108/ | 90| 80| 72| GO| 48 EXPLANATION—List prices are in accordance 
A ie intel tated (tad Wicd ce Med (acl ll with latest revision of 1923. Knowing your cost on 
te ee ee) a ee SS these sizes and knowing the margin you wish to make 
" an ld Tsk eset Mik Tied Bind lied Bins on bolts, you can readily determine a price for any 
. seco Weare Wael ceed Wed idl dh Mie hcl desired quantity. For example: On 3/16 inch bolts, 
1% ot ow weet oe oe es ee % inch in length, let us assume you buy at a 60 per 
nh att ed Bhd Ried Bid nd Bd Et ... cent discount, and that you wish to sell at 33% off 
=. . ah st ad Mccdl Mews = wd - a list. You would find the % inch column and run 
oR Tk Bid Bich Deed Ghd Bod Bad BB.) Gd along it until you were under the 33% off list dis- 
in nth We 3 va a coos Ben nn a = count, which in this case would be 57—~your selling 
: wll Men _ nh Bed Bed H.-. = price. Should you on the same number have a quan- 
_ - ~ —— - — — ~ ‘ tity order you re quote 40 or 50 wed list by the 
— Sy ay ey Rey Be ese same method. wd this ae ce quotations would be 
: 9 ey ae ey eg ro 51 and 43 respectively. List prices are per 100. 
3% 240| 228] 216| 192] 180| 160] 144| 120] 96 
4 270 | 257] 243| 216| 203] 180] 162] 135| 108 
4% 300 | 285 | 270 | 240; 225]; 200] 180] 150] 120 This is the tenth installment of a complete series of 
5 330 | 314] 297] 264 | 248 | 220] 198/| 165] 132 bolt prices to be published weekly. 
5 360 | 342] 324] 288| 270] 240] 216] 180| 144 
6 390 | 371] 351] 312| 293] 260] 234] 190| 156 
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To use this list, first ascertain your cost. 


KEY 


Then decide the percentage of profit you wish to add. 


Copyfighted 1926 by Hurdware Age 


Example: For instance, poultry wire is bought at 50/10 off list and you wish a margin of about 50% above 
cost, use column 33 1/3; or if you want to add only 1/3 above cost, use column 40%, etc. 





Coming Hardware Conventions 


ASSOCIATION CONVENTION AND EXHI- 


CALIFORNIA RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, Sacramento Memo- 
rial Auditorium, Feb. 15, 16, 17, 18, 


1927. 


Hotel headquarters, The Sena- 


tor. Le Roy Smith, secretary, 112 

Market Street, San Francisco. 
NATIONAL RETAIL HARDWARE ASSO- 

CIATION, CONGRESS, Claypool Hotel, In- 


dianapolis, Ind., June 21, 22, 23, 24, 
1926. Herbert P. Sheets, secretary, 
130 E. Washington Street, Indianapolis. 

NEW YORK STATE RETAIL HARDWARE 
ASSOCIATION, INC., CONVENTION AND 
EXHIBITION, Albany, Feb. 8, 9, 10, 11, 
1927. John B. Foley, secretary, City 
Bank Building, Syracuse. 


NORTH DAKOTA RETAIL HARDWARE 


BITION, Grand Forks, Feb. 8, 9, 10, 


1927. 
Forks. 


C. N. Barnes, secretary, Grand 


TEXAS HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Dallas, Jan. 


18, 19, 20, 1927. 
tary-treasurer, College Station. 


Dan Scoates, secre- 
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. e I 
Resale Price List on 1% Inch Mesh Poultry 
Nett 
Compiled for HARDWARE AGE by M. M. Godschalk 
In Full Rolls of 150 Linear Feet. List Price as Per Latest Standard List. 
This Chart Also Gives Amount of Square Feet Per Roll 
1% Inch Mesh DISCOUNTS 
Sq. Ft. Gauge of | | | | | 
Width per Roll Wire List 33 le 40 40/5 40/10 50 50/5 50/10 | 60 
seaseiiiniai ae . oe Tae ee Shi Te eS TE | saapeee 
12” 150 16 810 540 486 462 438 405 385 365 | 324 
19 360 240 216 206 195 180 171 162 | 144 
20 315 210 189 180 171 158 150 143 | 126 
18” 225 16 1165 777 699 664 630 583 554 525 166 
19 518 346 311 296 280 259 246 234 207 
20 453 302 272 259 245 227 216 205 1x1 
24” 300 16 1485 990 891 847 802 743 706 669 594 
18 908 606 545 518 491 454 431 409 363 
19 660 440 396 376 357 330 314 297 264 
| 20 578 386 347 330 313 289 275 261 | 231 
30" 375 16 1772 | 1182 | 1063 990 957 886 844 798 709 
| 1s 1083 722 650 618 585 542 515 498 433 
19 788 526 473 450 426 389 370 351 315 
. 20 690 460 414 394 373 345 328 311 276 
36” 450 16 2025 | 1350 | 1215 | 1155 | 1094 | 1013 963 912 810 
18 1238 826 743 706 669 619 588 558 495 
19 900 600 540 513 496 450 428 405 360 
20 788 526 473 450 426 389 370 351 315 
42° 525 16 2363 | 1576 | 1418 | 1347 | 1277 | 1182 | 1123 | 1064 945 
18 1444 964 866 823 780 722 686 650 578 
19 1050 700 630 599 567 525 499 473 120 
20 919 614 551 524 496 460 437 414 368 
48" 600 16 2700 | 1800 | 1620 | 1539 | 1458 | 1350 1283 | 1115 | 1080 
18 1650 | 1100 990 941 891 825 784 743 660 
19 1200 800 720 684 648 600 570 540 180 
20 1050 700 630 599 67 525 199 473 420 
60" 750 16 3375 | 2250 | 2025 | 1924 | 1823 | 1688 | 1604 | 1520 | 1350 
18 2063 | 1376 | 1238 | 1176 | 1115 | 1032 981 929 $25 
19 1500 | 1000 900 855 810 750 713 675 600 
| 20 1313 876 788 748 710 657 624 592 525 
2" 900 | 16 4050 | 2700 | 2430 | 2309 | 2187 | 2025 1924 | 1823 | 1620 
| 1s 2475 | 1650 | 1485 1411 1337 1238 | 1176 | 1115 990) 
19 1800 | 1800 | 1080 | 1026 972 900 855 810 720 i 
20 1575 | 1050 | 945 | 898 851 788 749 710 630 H 


~ oe . ; 
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Earnest Plea Is Made for Favorable Report on 
Kelly Price Standardization Bill. 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


N earnest plea for a favorable report to the House on the price 
standardization bill of which he is one of the authors was 


made recently in a speech 
of Pennsylvania. 


by Representative M. Clyde Kelly 


Not only did he reply to arguments that had been 


advanced against the bill at the hearings regarding it but he sum- 
marized clearly views which he maintained justified passage of the 
measure. The near approach of Congress to adjournment, however, 
leads to the belief that, as stated previously, the bill will not receive 


attention at this session or be voted out of commitee. 


It is in the 


hands of the House Committee on Interstate and Foreign Commerce, 


the majority of which are said to 


Mr. Kelly said that he thought the 
bill should be favorably reported and 
enacted by the present Congress be- 
cause the measure “encourages and 
protects the policy of producing stand- 
ard, guaranteed goods, which assures 
uniform quality, saves the time of the 
buyer, and makes possible higher labor 
and factory conditions; because it 
means a fair price fixed under com- 
petitive conditions with rival pro- 
ducers; because it recognizes the prin- 
ciple that the maker of the goods is 
best equipped to name the fair price 
which includes the cost of production 
and distribution and a fair profit for 
producer and distributor; because it 
means a lower distributing cost than 
through costly selling agencies and 
consignment systems; because it means 
greater and not less competition, for 
under it all producers and distributors 
will have a fair chance, no more and 


no less; because it will place business | 


on a more honest plane and will stimu- 
late the national growth of business 
and enterprise.” 

Mr. Kelly pointed out in opening his 


address that facts brought out at the | 


hearings on the bill proved the exist- 
ence of a grave danger to independent 
business through unfair trade _ prac- 
tices in regard to. standard-priced, 
trade-marked, identified products. 
Every witness, it was stated, admitted 
the evil of indiscriminate slaughtering 
of fair prices for standard goods. 


The purpose of the bill, Mr. Kelly | 


said, is to legalize the contract be- | 
'serted, means a curb on profiteering 


tween an independent grower or pro- 
ducer of a standard, identified, trade- 
marked product and his distributors as 
to the resale price. It does not apply, 
Mr. Kelly stated, to bulk or unbranded 
merchandise of any description. The 
right of a manufacturer of a standard 
product to set the retail price on his 


goods, according to Mr. Kelly, was not | 


questioned until certain decisions of 
the Supreme Court. He insisted that 
decisions handed down have left the 


stuation in a state of confusion and | 
trusts have resorted most frequently.” | 


that the bill would clear the issue. At 


be opposed to the bill. 


'the same time he pointed out that these 


court decisions have never denied the 
right of the manufacturer to determine 
the retail price of his goods. They 
have denied, it was explained, the le- 
gality of certain methods of enforcing 
the price. 


is legal and proper for the maker of 
goods to maintain a resale price if he 


sete = 


does it through retail agencies estab- | 
lished by himself, through the consign- | 


ment system, or through right of re- 


express or implied,” said Mr. Kelly. 
“These methods are valuable only to 
great corporations which can make the 
capital outlay needed. They are prac- 
tically valueless to the small establish- 


a market upon fair price and fine 
quality.” 


Mr. Kelly asserted that if cut-price 
firms were compelled to give the values 
they advertise, they would go _ into 
bankruptcy in six months and that if 
they really could give the values they 
claim to give, they would drive every 
small retailer in this country out of 
business in that length of time. 

“One thing is_ sure,” he stated 
“Either these institutions ought to give 
what they advertise or they ought to 
advertise what they are giving. These 
great institutions declare that their 
bargain-baiting policy is forced on 
them by the public. The public tempted 
them, and they fell. It is not true. 
The bargain-hunting public has been 
trained by this kind of business. If 
the dishonest system is forced on them 
by the public, why do they fight for 
the right to continue to be dishonest? 
The bill I am advocating will help them 


¥ : . . | if h ta is y s] > S s] Iss 
‘Thus we have the situation that it|!£ they veally desire honest business 


methods. Their bitter opposition is the 
proof of their insincerity.” 


The world-wide popularity of the 


| American safety razor and the Ameri- 
fusal to sell in the absence of contract, | 


can safety razor blade is strikingly 


shown in a trade report just made pub- 


lic by the Department of Commerce 
According to the report safety razor 
blades accounted for approximately 


ag: . two-thirds of this country’s $13,000,- 
ment which is honestly seeking to build | bee 


The fact that goods are _ trade- | 
marked, Mr. Kelly pointed out, meant | 


the manufacturer would take care to 
see that they are high grad¢ so that 


this would protect the public. Such a> 
can safety razors. Last year the 
United Kingdom and the Irish Free 


manufacturer, it was declared, has a 
right to protect his own goods against 
cut price dealers who use such goods 
as “leaders” at so-called bargain sales 
merely for the purpose of baiting cus- 
tomers. The manufacturer of standard 
products, said Mr. Kelly, has no objec- 
tion to a dealer selling his goods below 
the standard price if all marks of 
identification are removed. 

A uniform price policy, it was as- 


because it will not be possible to charge 


more than the price marked on the 


goods. 

Answering the claim that the right 
of maintaining resale prices by manu- 
facturers of trade-marked goods would 

lead to monopoly, Mr. Kelly said: 
“Americans should be under no illu- 
sions as to the value or effect of price 
cutting. It has been the most potent 
weapon of monopoly, a means of killing 
the small rival to which the great 


cane 








| 
| 


} 


000 worth of cutlery exports in 1925, 
while safety razors made up one-tenth. 
Exports of American safety razors and 
safety razor blades during 1925, the 
report discloses, represents, respective- 
ly, a three and five-fold increase over 
those of 1923. The British Isles are 
by far the largest customer for Ameri- 


State together took 56 per cent of all 
such exports. France and Germany 
are also large consumers of American 
safety razors and blades. Total cut- 
lery exports from the United States in 
1925 included, stated in dozens, the fol- 
lowing: Safety razors, 432,136; safety 
razor blades, 13,782,248: scissors and 
shears, 62,043; table and kitchen cut- 
lery, 455,886, and “other cutlery and 
parts,” stated in value, $2,134,874. 
North and Central American countries, 
Canada, Mexico, and Cuba were, as 
might have been expected, the greatest 
consumers of American cutlery. 


The latest dope (said to be anti- 
narcotic is that Congress will ad- 
journ at the end of June provided, if 
and when, however, although, but, pos- 
sibly, perhaps, ad infinitum, Iowa not- 
withstanding. 
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Hardware Sales Are Improving— 


Weather Hampers Seasonal Lines 


ARDWARE sales, in both seasonal and staple items, continue 
to improve, according to reports from the various hardware 


market centers. 


At the present time, considerable improvement is 


apparent in the movement of seasonal lines, although the weather 


still continues a retarding factor in the situation. 


In certain of 


the market centers advance orders on fall and winter items, par- 
ticularly weather strip and ventilators, are beginning to accumulate 


in good proportions. 


Prices are, for the most part, holding to prevailing levels, and 
changes reported during the week were almost all in the nature of 


minor house adjustments. 


Collections, always indicative of general 


business conditions, are reported as improving. 


Bird Cage Sales Increase 
Says Hendryx Co. Report 


The Andrew B. Hendryx Co., New 
Haven, Conn., manufacturers of bird 
cages, reports that its sales in the first 
ten months of the current fiscal year to 
date are 35.7 per cent in excess of the 
sales of the corresponding ten months 
of the preceding fiscal year. The de- 
mand is nation-wide, and is at, present 
steady, instead of falling into the cus- 
tomary summer decline. Indicating the 
great size of the canary and cage in- 
dustry, the company quotes the re- 
cently published statement of a com- 


| 
| 


mercial breeder that $20,000,000 worth | 


of canaries were bought and sold in 
1925. <A single order of four freight 
carloads of cages was shipped by this 
company in April. One explanation of 
this, says the statement, may be that 
the new types of modern bird cages 
are widely used today in interior deco- 
rating. 





Revenue Freight Loadings 
Show Increase 


Loadings of revenue freight averaged 
1,028,576 cars weekly during the five 
weeks in May this year, while the daily 
average number of surplus freight cars 
in good repair and immediately avail- 
able for service during that month was 
approximately 261,000. 


20,000.000 Tires in 


Producers’ Hands 
Approximately 20,000,000 tires are 





now held in consumers’ hands, accord- | 
'the crop conditions, and the outlook for 


ing to inventories now under way. Fig- 
ured at an average price of $20 each, 
means $400,000,000 tied up in stock. The 
trade at large has been expecting price 
revisions of 10 to 15 per cent by July 
1, but the investment involved in hold- 
ings is described as an economic bar- 
rier, making it appear futile to antici- 























pate even a 10 per cent reduction which | 


would cost producers $40,000,000, or a 
larger sum than all combined are likely 
to declare in the form of dividends on 
current price levels. Weather condi- 
tions are held accountable for the pre- 
vailing situation. 

A disturbing factor to the industry 
is the growing use of tinged to dark 
colored cotton in the making of various 
grades of tires. The difference in color 
permits a variation of up to 5c. a pound 
in the product. Factors agree that the 
tensile strength is the same for the 
different colored cottons, but that this 
is so only at first. Under the strain of 
use in the tire the elasticity of white 
stock is self-evident, for the normal 
resiliency is absent in cotton which has 
grown dark under the stress of weather 
conditions. 


Increase in Output of Linseed 
Oil 


The Department of Commerce an- 
nounces that, according to the data col- 
lected at the biennial census of manu- 
facturers, 1925, the establishments en- 
gaged primarily in the manufacture of 


linseed oil, cake and meal reported a 


total output valued at $140,514,000, of 




















which amount $94,050,000 represents | 


linseed oil. 


Prices Firm in Northwest 


Markets 


The Northwest tributary to the Twin 
Cities has been suffering from lack of 
moisture, but this condition has been 
greatly relieved during the past week. 
general rains having greatly improved 


a good year’s business at the same 
time. Building is perhaps somewhat 
behind that of last year in some 
branches, and in some sections of the 
Northwest. 

Collections are showing some im- 
provement over those of May. 


Dept. Store Trade Declines 
Says Federal Reserve Bank 


Department store sales in the Second 
Federal Reserve District during April 
were slightly smaller than a year pre- 
vious for the first time since the mid- 
dle of 1924, says the June Review of 
the Federal Reserve Bank at New York. 
This decrease may be partly accounted 
for by the earlier Easter this year and 
unseasonably cold weather. Apparel 
store sales also showed a slight de- 
crease compared with last year. This 
bank’s index of department store sales 
in which allowance is made for seasonal 
variations, price changes, and the date 
of Easter, as well as year-to-year 
growth, declined to 89 per cent of nor- 
mal, compared with 95 per cent in 
March and 93 per cent a year ago. 

Average stocks of merchandise for 
April and for the first four months of 
this year have been larger relative to 
those of a year ago than sales, and con- 
sequently the rate of turnover, both for 
department and apparel stores, has been 
smaller than last year. 

Collections on regular charge ac- 
counts showed about the same increase 
over last year as in March, but out- 
standing accounts declined to approxi- 
mately the level of a year ago. Install- 
ment accounts were larger than last 
year in all reporting cities except 
Buffalo. 





Drop in Builders’ Hardware 
Prices in Chicago Market 


The improved conditions noticeable a 
week ago in the Chicago area have con- 
tinued this week, although the gains 
are not large. Dealers’ stocks are ad- 
mittedly low, causing a large volume 
of replaeement orders as those stocks 
are turned. 

A downward revision of prices on al] 
items of builders’ hardware is reported 
this week and turpentine also dropped, 
but other prices are firm. 





No Price Changes in Boston 
Market 


No changes in prices of any impor- 


| tance were reported in the Boston mar- 
_ket. The trade is more concerned with 
selling goods than they are in any- 
thing else. It is the common opinion 
of jobbers that rope prices will be 





lower on and after July 1. 


Copper Outlook Improving 


Domestic and foreign conditions are 
all pointing to a turn for the better in 
the copper industry, according to the 
current weekly copper letter of the 
Mines Handbook Service. “Taken alto- 
gether,” the letter states, “the business 
outlook is not such as to indicate any 
letup in copper consumption in this 
country for the remainder of the year.” 
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Trade Follows Weather in Pittsburgh— 
Prices Steady—Collections Slow 


(Pittsburgh office of HARDWARE AGE) 


HILE the volume of hardware buying is not considered by 

local jobbers as satisfactory, considering the set-back which 

spring trade suffered because of weather conditions, the 
aggregate is about on a par with that of a year ago at this time. 
Summer merchandise has been moving out of jobbers’ warehouses 
somewhat more slowly than might be expected, and in this the con- 
tinued cool weather is undoubtedly a factor. One or two days of ex- 
tremely warm weather early last week brought a considerable num- 
ber of rush orders for electric fans and other articles usually in 
demand in the heated period, but when the hot weather gave way to 
a cool spell there was a sharp dropping off in this class of business. 
This illustrates the closeness with which retailers are keeping down 
inventory. They are ordering only as merchandise is sold from their 
stocks and are doing little in the way of anticipating. A heated 
spell of a week or two weeks’ duration will in all probability clear 
out the small supplies of summer goods the dealers are carrying and 
result in a large number of requests for rush shipments. 

In the Pittsburgh area a great deal of rain has fallen in the past 
week or two and farmers are happy over this condition. All that 
is needed to bring retarded crops along is warmer weather and 
sunshine. Enlarged demand for farm implements and supplies is 
expected as soon as more seasonable weather arrives. 

Prices on all lines of hardware are fairly staple and the steadiness 
of primary markets indicates that this condition may prevail for 
some time. Among the steel products sheets are the only line which 
does not reflect a fair degree of strength and stability, and even in 
the sheet trade conditions are somewhat better from the mill point 
of view in that the bottom of the decline is believed to have been 


reached. 


AUTO MOBI LE ACCESSORIES .— sparingly and apparently only for re- 
Whether it is because weather condi- placement of tires and tubes sold from 
tions have not been suitable for the their stocks. Prices are unchanged, the 
maximum use of automobiles or for quotations of local jobbers being as fol- 
other reasons, it remains that trade in Lame 

automobile accessories is not up to ex- 














Fabric Tires 














pectations for this time of year. Local Non-Skid Gray 
jobbers complain that buying lacks “i Me F e786 sL80, 
snap and the volume is not what may 30 x 3% Cl 8.90 05 
be considered normal. Cord Tires 
. , Heavy 
Price from jobbers’ stocks, f.o.b. R , . 
egular Duty Gray Tan 
Pittsburgh follow: Size Cord Cord Tubes Tubes 
Spark Plugs.—A. C. plugs, lots of 20x 3C] $9.75 $1.80 $2.35 
less than 10, 65c. each; lots of 10 to 30 x 3% Cl $9.95 12.65 9 05 2 50 
49, 58c.; lots of 50 to 99, 55c.; lots of 30 x 3% S.S. 11.85 15.75 
100 to 200, 51c.; lots of 300 or more, 32x 3% SS. 17.30 2.46 3.00 
47c.; A. C. plugs, No. 1075, for Ford 31x 4S8SS. 15.50 18.70 3.00 3.70 
cars, lots of less than 10, 49c.; lots 29x 4S.S. 17.15 21.40 3.20 3.75 
of 10 to 49, 44c.; lots of 50 to 99, 42c.; 33 x 48.8. 17.75 22.05 3.25 3.80 
lots of 100 to 200, 39c.; lots of 300 or 34x48.S. 2929.75 3.30 4.00 
more, 37c. 32x 4% S.S. 28.10 4.30 
Motor Meters.—Standard makes, 33 x 4% S.S. 28.90 4.40 
lots of less than 10, 30 per cent off 34x4% 5.58. 29.55 4.60 
list: lots of 10 to 19, 35 per cent off 35 x 4% S.S. 30.40 1.65 
list; lots of 20 or more, 40 per cent off 36 x 4% S.S. 31.20 4.85 
list. 33 x 6 S.S. 37.60 5.65 
Windshield Cleaners.—Trico, uni- 35 x 5 S.S. 39.00 6.05 
versal automatic cleaners, $3.25 each. Truck Cords 
Jacks.—Millers Falls No. 145, $3.75 Size Tan Tubes 
Pm 32 x 4% $35.50 $4.30 
Pumps.—Anthony line, $2.20 each. ==? +i $38 
Chains.—Single pairs, 30 per cent 30x 5 42.00 5.15 
off list; lots of 10 to 50 pairs, 35 per 33x 5 45.30 5.65 
cent off list; lots of 50 pairs and over 84x5 46.45 5.75 
40 per cent off list. 25 x 5 47.60 6.05 
4 
AUTOMOBILE TIRES AND TUBES.| 32~8 Ly Ry 
— continues along moderate 34x7 106.05 13.25 
Demand g 38x 7 118.00 14.75 
proportions. Retailers are ordering 40 x8 152.50 17.75 











Balloon Tires 
To fit 20 in., 21 in., 22 in., 23 in. Rims. 


Gray 

Size Ply Casings Tubes 
29 x 4.40-21 in. 4 $13.85 $2.95 
29 x 4.75-20 in 4 17.90 3.55 
30 x 4.75-21 in 4 18.65 3.70 
29 x 4.95-20 in 4 20.50 3.70 
30 x 4.95-21 in 4 21.15 3.75 
31 x 4.95-22 in 4 21.80 3.80 
30 x 5.25-20 in 4 23.45 4.00 
31 x §.25-21 in 4 24.15 4.10 
30 x 5.77-20 in 6 30.85 4.70 
32 x 5.77-22 in 6 32.80 4.85 
33 x 5.77-23 in 6 34.85 4.90 
33 x 6.00-21 in 6 32.80 5.70 
32 x 6.20-20 in. 6 35.50 6.25 
33 x 6.20-21 in. 6 37.05 6.55 
33 x 6.75-21 in. 6 40.85 6.70 
34 x 7.30-20 in. 6 46.25 7.60 


AWNING HARDWARE.—Local job- 
bers quote as follows, prices being un- 
changed: 


Eye ends, % in., $5 per 100; % in., 
$8; clamps, 1% in., $6. o per 100; % in., 
$8; hinges, $3.50 per 100. 


BARROWS.—A fair demand exists for 
wheelbarrows of various types. Job- 
bers quote: 

Tubular, $6.25 to $9.50; concrete or 
motor, $5.75 to $6.75; steel tray, $4 
so _ railroad, $2; garden, $4 to 

BATTERIES.—With the coming of the 
summer months a falling off in the de- 
mand for radio batteries is usually ex- 
pected, but the demand has kept up 
fairly well this year, probably due to 
the fact that the weather has not been 
at all times suitable for outdoor activ- 


ities. 

Jobbers’ quotations to _ retailers, 

f.o.b. Pittsburgh: 
Broken Unit 

Packages Packages 

a Ie oe $1.05 $0.97 
a Mn cecal evesaws 1.22 1.14 
S00 ee 1.32 1.22 
St Beare 1.40 1.30 
Sr ee 2.62 2.44 
—l EE eer 2.44 
ON ll ae 3.33 3.00 
A JME vcccese cule 42 .39 
I TI cine ins Btiaias sured .40 .35 


No. 6 dry cells, ignition type, unit 
packages, 32c. each; broken, 36c. 
Flashlight.—No. 935, 944¢. each; No 
950, 10‘%¢.; No. 790, 22c.; No. 105, 
211bc.: No. 750, 18¢c.;: No. 761, 
gofot shat. —No. 1461, $1. 7Q; No. T662, 


BOLTS, NUTS AND RIVETS.—Third 
quarter contracts are now being en- 
tered by manufacturers at the prices 
which have ruled for more than a year. 
The volume of business is only fair, and 
although manufacturers are facing an 
additional cost of $2 a ton for bars 
there is no immediate prospect that this 
advance can be added to the selling 
prices of their products. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent oft list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list: stove bolts, 75 and 
10 per cent off list; tire bolts, 40 and 
10 per cent off list; nuts, hot pressed, 
square, tapped, in B- Ib. boxes, % in., 
$16 per 100; 5/16-in., $14; e- in., $11; 
%-in., $10; %-in., $10; %- in., $8; %- 
in., $7.50; rivets, small Wagon and 
tinners, 60 per cent off list. 


CAMPING SUPPLIES.—Supplies for 
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the summer camper are moving out 
slowly, but with the coming of warmer 
weather a quickening in the demand for 
this class of goods will naturally re- 
sult. Jobbers quote: 

Cook ect ag No. 9, $6.25 


. $5. ‘ 

, $4.67; No. 4, $7.15; No. 7, $6.00; No. 
10, $9.75; Sterno, No. 46, $4 doz.; 
canned heat, $1 doz. 

Vacuum Jugs, Jars and Bottles.— 
Little Brown jugs, $2.25 each; Alad- 
din jugs, $2.75 each; Universal jar No. 
600, $4.40 each; bottles, pints, 90c. 
each; quarts, $1.60 each; all steel, 

ints, $4.75 each; quarts, $5.40 each; 
-qt., $6.75. 
CARPET SWEEPERS AND VACUUM 
CLEANERS.—The regular price of 
$41.50 each has been restored on Uni- 
versal electric vacuum cleaners No. 
7201 after four months of selling at a 
special price. On carpet sweepers job- 
bers quote: 

Grand Rapids, japanned, 44 per 
doz.; nickeled, $48; Universal, $42; 
Standard, $36. 

Toy sweepers, Little Gem (3 and 6 
doz. cartons), $3.75 per doz.; Little 
Jewel, 1 doz. cartons, $10, and Junior 
1 doz. cartons, $16 per doz.; Little 
Helper, $2 per doz. 


CONDUCTOR PIPE.—A fair demand 
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is reported. Prices are unchanged, be- 
ing quoted as follows by Pittsburgh 


warehouses: 


Galvanized, 3 in., No. 28 gage, $5.35 
per 100 ft.; copper, 16 oz., 3 in., $23.75 
per 100 ft. in lots of 100 ft. or more; 
small lots higher. 


ELECTRIC FANS.—Demand for elec- 
tric fans is quickened by hot weather, 
but falls off when cooler days arrive. 
As the extremely warm weather has 
come in only one or two short spurts 
the sales of fans have been somewhat 
erratic. Jobbers quote: 


Polar Club, black, 6-in., each, in 
lots of 12, $2.85: 8-in., $3 3.20, in lots 
of 12, e: 10-in. stationary, $4. 60, in 

$4.35, oscillating, $7, in lots 
of 6, aA, 


ELECTRIC IRONS.—Prices on elec- 
tric irons are unchanged and the de- 
mand is fair, jobbers quoting as fol- 
lows: 

Domanco, $3.25 each; Lady Dover, 


$4.75; American Beauty, $5.25; Uni- 
versal, No. 9021, $3.10; No. 909, $3.80. 


GALVANIZED WARE.—A steady flow 
of orders for galvanized ware is re- 
ported, but the total is only of moder- 
ate proportions. Prices are the same 
as last quoted: 

Washtubs.—With wringer attach- 
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ment, No. 22, $8.50 per doz.; No. 23, 
$10; » Without Mery attachments, 
No. $7.75; 
ashe an Pony 12 at., $2.65 per doz.; 
. qat., $3; fire, 12 qt., $4; cement, 14 
, $10; chamber, 10 qt., $7.20; 12 ‘at., 
$8: ’ well buckets, 10 qt., $4.50. 
Refrigerator Pans. —No. A $4. 50 per 
doz.; No. 3, $6; No. 4, $7.5 
RE nth ‘Cans.—Cans with lids, Se- 
ws No. 1, $3 each; No. 2, $3.50; 
$4; Hercules, No. 171, $3; No 
181, $3.25; No. 191, $3.60. 
SHOT.—Manufacturers have put into 
effect an advance of 10c. per bag on 
shot of all kinds, and local jobbers have 


added this amount to their selling 
prices. 

WINDOW GLASS.—The demand for 
window glass is not considered satis- 
factory, although buying of plate glass 
is good. This probably illustrates the 
fact that a large proportion of the 
year’s extraordinary building activity 
has been in large structures such as 
business buildings rather than in resi- 
dences. Prices to retailers: 


Single strength, A and B, 84 per 
cent off list; double strength, A, S4 
per cent off list; B, 86 per cent off 
list. 


SOLDER.—Local jobbers now quote 
87c. per Ib. on solder. 








Accomplishing the Impossible 





exclaiming: 
anist when confronted with Burbank’s marvels such as the spineless cactus, the white 
blackberry, the shell-less walnut (later reprovided with its shell as a protection from 
the birds), and full grown trees produced in ten years which ordinarily require two 
hundred and fifty years for maturity. , 

Probably, if Luther Burbank had been an employee of the average big corporation 
and subject to the approval or disapproval of a board of directors, he would not have 


accomplished more than a small percentage of his marvelous results. 
always have been somebody to say: 


waste our money in his fool experiments.” 
There is a type of mind which never lends itself to the harness of organization 


methods. 
of retail stores. 


“What he proposes is impossible. 


F the modification and creation of new forms of life is an indica- 
tion of divinity, then the hand of death took away from us the 
other day the man who was probably nearest to a divinity, Luther 
Burbank, the plant wizard. 
' Apparently with consummate ease, he produced botanical variations 
which the whole history of the human race dictated to be impossible. 
The youngster, standing in front of the giraffe cage at the circus and 
“There ain’t no such animal!” was no comparison with the gasping bot- 


There would 
Why let him 


Luther Burbank was such a one; and others will be found behind the counters 


The mere fact that sales have not been produced in the past by new methods sug- 
gested by employees is not necessarily any reason why they cannot be so produced 
now. The store proprietor who can recognize in his sales-people true creative ability 
and worth-while independence of thinking, and can have the courage to accord the latter 
some modicum of free play and independence to plan out and work out new and origi- 
nal selling ideas has a big advantage. 

Perhaps you have a real Luther Burbank on your own selling staff. You have al- 


ways vetoed his ideas and suggestions in the past as being impossible. 


no such thing as the impossible. Every morning our newspapers bring us fresh evi- 


dence to that effect. 


There is really 








it 
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| Territory—Some Price 


(Chicago office of HARDWARE AGE) 


Hardware Trade Improves in Chicago 


June 24, 1926 





Changes Noted 


| GALVANIZED WARE.—At a recent 
meeting of the manufacturers associa- 
tion no price changes were reported, 
in fact, prices are firm with the excep- 
tion a liquidation lot of several car- 
loads purchased by one distributor. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: os galvanized 


after-made tubs, No. $6.35; No. 2, 
$7; No. 3, $8.25; 10 me galvanized 


after-made pails, $2.20; 12 rae $2.45: 
14 qt., $2.75; 5 gallon galvanized oil 
cans, galvanized breast, $7.50 doz.; 
1 bu. galvanized baskets, $6.25 doz. 










































































; . : 

S the season advances there is a steady although somewhat 
slow improvement in business conditions. The weather is 
still rather unseasonable and there have not yet been enough 

warm days to really stimulate a brisk demand for summer mer- 
) chandise. It is predicted that a sudden spell of hot weather would 
precipitate a dealer demand that might speedily exhaust the job- 
| bers’ stock of many of the more seasonal items, although those 
stocks appear ample at the present time. 

The number of orders received by the wholesalers is very satis- 

5 factory, but the average size of the orders is rather small, indicat- | 
ing that the dealers’ stocks are low and that they are sticking to a | 
“hand-to-mouth” buying policy, but that distribution is rather 
i general. 
Prices in the main are firm with even a slight upward tendency | 
on some of the more staple items in spite of the fact that the only | 
two changes reported this week, builders’ hardware and turpentine, 
| are declines. 
Collections are in a satisfactory condition. 
' 
AUTOMOBILE ACCESSORIES.— | There is a good volume of orders be- 
Sales are very satisfac tory and pr ices ing received. Pri ices are unchanged. 
are firm. | We quote from jobbers’ stocks, 

We quote from jobbers’ stocks, f.o.b. Chicago: Copper rivets and 
f.o.b. Chicago: . | burrs, 45 per cent discount. 

Spark Plugs.—Splitdorf, 50c. each; * _ . . : ose 
regular, 58c. each; Champion X, 45c. EAVES TROUGH AND CONDUCTOR 
each; Champion Blue Box line, 53c PIPE. are in good volume. 

each: A. C. Titan, 58c. each; lots of i acsaaliin iii ; 
1, 56e. <A. C. Special ford. He. Prices are strong. 
each, We quote from jobbers’ stocks, 

Spot Light. — Anderson, No. 320, f.o.b. Chicago: 28 gage single bead 
SH.O0, lap joint gutter, 5 in., $4.50 per 100 
. Jacks.—National Standard No. 21, ft.; corrugated conductor ppie, 3 in., 

$1.20 each. $4.80 per 100 ft.; plain ridge roll, 

Pumps.—Rose. 11% in evlinder, 1% in., $4 per 100 ft.; corrugated con- 
$1.55. ductor elbow, 3 in., $1.51 doz. 

Chains.—Non-skid, dozen pair lots, AN ; m 
St, mer cent @iessunt. ELECTRICAL AND RADIO MER 

Tires and Tubes.—30 x 314, oversize _CHANDISE.—Sales are holding up well. 
cord tires, $12.55 each: regular cord, IW : 
$8.60 each; gray inner tubes, 30 x 3% | No price change. 

$1.80 each; red inner tubes, 50 x 3% We quote from jobbers’ stocks, 
$2.25 each. f.o.b. Chicago: 

ve ' TITS | Electrical Merchandise.— No. 14 
BOLTS AND NUTS.—There is a good rubber covered wire, $7.50 ‘per 1000 
| steady demand and there is no change |_ ft.: in 1000 ft. lots, $7.25; No. 18 lamp 
i . A | cords, $14.25 per 1000 ft.: in 1000 ft. 

In prices. | lots, $13.65; % in. brush brass key 

We quote from jobbers’ — stocks, sockets, 15'¢c. each; two-way plugs, 
f.o.b. Chicago: Carriage bolts, cut | ee: eee See. SS ee ome: 
thread, 45-5 per cent discount; small | two-piece attachment plugs, = 
carriage bolts, rolled thread, 50-5 per | each; dry cells, boxes of 50, 32c. each, 
cent discount: machine bolts, cut less than case lots, 36c. each. 
thread, 50-5 per cent discount: small _ Radio Supplies. —Radio B batteries, 

| machine bolts, rolled thread, 50-10-5 No. 766, $1.40 each: No. (67, $2.62 

' per cent discount; all stove bolts, each; No. 770, $3.33 each; No. 772, 

i 75-5 per cent discount; lag screws, $2.62 each; No. 486, $5.85 each. 
60 per cent discount. Battery ST oe anuk line, lots | 
. a . ; of less than 10, $13.50 each, net. 

BL ILDERS HARDW ARE. Prices de- | ; Loud Speakers.— Western Klectric, 

| cline as the demand remains brisk. | a ae v5.50 Uist. Discount, 39 | 

: e ce | 

We t fr jiobbe t ks, . 

tale ioe Be « ae ee | FIELD FENCE.—In spite of the late- | 
old copper and dull brass finish, $2.70 'ness of the season, sales are holding up | 
: per doz. pair; 4 x 4 steel butts, old | well 
copper and dull brass finish, $3.66 | well. 
per doz. pair; heavy steel bevel in- We quote from jobbers’ stocks, 
| side sets, $6.25 per doz.; steel bit- | f.o.b. Chicago: 726-6-1214, $28.6 per 
i keyed front door sets, $1.65 per set; 100 rods; 1948-6-14%, $43.62 per 100 
wrought brass bit-keyed, front door rods; 2158-6-1414 $48.98 per 100 rods. 
; sets, $3.25 per set: cylinder front Eee aati * ei | 
door sets, $7.50 per set _FILES.—Sales are normally good and | 
(CHAINS. ange in prices | Prices are firm. | 
and the demand remains steady. |} . We quote from jobbers’ stocks, | 

f.o.b. Chicago: American files, 60-10 

We quote from jobbers’ stocks, per cent off list; Nicholson files, 50 | 
f.o.b Chicago: *% in. proof coil per cent off list: Black Diamond files, 
| chains, $8.50 per 100 Ib.: Henso, Bull 10-10-5 per cent off list. 
Dog and KBr coil chains, 50-10 per sane — — : 
cent nid! Hirown No. 00-416 electric | FISHING TACKLE.—With the real 
welded cow ties, $2.75 per doz fishing season now open and the vaca- 
| COPPER RIVETS AND BURRS.— | tion time starting, the demand is heavy. | 
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GARDEN HOSE AND LAWN SPRIN- 
K LERS.—There continues to be a slight 
although steady improvement in the 
demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, ™ in., 12\4c 
per ft.; % in., 14%c. per ft.: 5 ply, 
good quality, wrapped, ™% in., 9c. 
per ft.; ™% in., l%ec. per ft. Lawn 
sprinkle rs, Rail King, $28 doz.: orig- 
inal fountain sprinklers, $8 doz.; 
Rainbow, 38 in. high, $24 doz. 


GLASS AND PUTTY.—Prices are firm 
and sales are reasonably good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25 in. bracket, 85 per cent discount; 
single strength A, 34 to 40 in. brack- 
et, 82 per cent discount; single 
strength A, all other brackets, 81 per 
cent discount; double strength A, all 
sizes, 82 per cent discount; double 
strength B, up to 4 in., 87 per cent 
discount; balance, 85 per cent. Putty, 
pure grades, $3.75 per 100 Ib. com- 
mercial, $3.40 per 100 Ib. 


HATCHETS. — Sales on _ the _ better 


grades are rather quiet at this time. 


No change in price is reported. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $12.50 doz.; first qual- 
ity hatchets, No. 2 broad, $16. 40 doz.: 
medium quality hate hets, No. 2 
shingling, $8 dozen: medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLED HAMMERS.—Sales are 
very good with an upward trend in 
prices on the cheaper grades. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, $12 doz.; Maydole, 
$12.60 doz.; 10 oz machined ham- 
mers, first quality, $9.20 doz.; Com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8. 


HANDLES, AGRICULTURAL. — The 
demand is holding up _ exceptionally 
well. Prices are unchanged. 


We quote from jobbers’ | stocks, 
f.o.b. Chicago: 

Hay Fork Handles. — Straight- 
checked and bored, best grade, 4%. 
ft., $4.50 doz.:; 5 ft., $5.50 doz.; XX, 
4% ft., $4 doz.; 5 ft., $4.80 doz. : X, 
4% ft., $2.40 doz.; 5 ft., $2.80 doz. 

Hay Fork ~aen nd nt chucked 
and bored, best grade, with strap. 
ferrule and cap, 4% ft., $7.50 doz.; 
5 ft., $8.50 doz.: XX bent, with strap, 
ah and cap, 4 ft., $5.50 doz.: 4% 

$5. 75 doz.; XX, bent, 4% ft., $4.50 
- § 5 ft., $5.50 doz.: X, bent, 4% ft., 
$3 doz.: 5 ft., $3.40 doz. 

Manure Fork Handles.—bHent, best 
grade, 4 ft., $4.75 doz.: 4% ft., $5.10 
doz.; XX, bent, 4 ft., $4.15 doz.: 41. 
ft.. $4.40 doz.: bent, 4 ft., $2.60 doz.: 
iu ft., $2.95 doz. 

Garden Hoe + per “te 4% ft 
$3.45 doz.: X, 4% ft., $2.40 . 

Garden Rake Handles. —XX, ft., 
$5 "> doz.: a 51 » ft. $3. yar Ray 
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They take little space! 
They yield andl profits! 


One reason Blabon’s Feltex Rugs appeal to dealers with 
limited space is because they need but little room. 

And these durable, low-priced felt-base Rugs sell so quickly 
that turnover is rapid. In fact, customers coming in for 
smaller household supplies often go out with Blabon’s Feltex 




















Rugs. 
A small investment is all that’s needed; and no increase in 
Blabon's Feltex overhead. 
Sa , w- ° e 
inn ae We eon Each Blabon Feltex Rug is packed separately in a stout car- 
colors, sent free to , ‘ ‘ . 
Hardware Dealers, ton ready for delivery without repacking. That means quick 
upon request. é 
and easy handling. 
1 7 The whole proposition is one of added profits with the 
— minimum of selling effort. 
FELTR’ Write and ask us how you can make money on Blabon’s 
ELTEX Feltex Rugs! 
FELTEX RUGS 
1928 . > 
mapeeeeecn The George W. Blabon Company, Philadelphia 
7 Established 75 Years 
Trade Promotion Department Head Office of the Sales Department : 
Philadelphia 295 Fifth Ave., New York 








BLABON’S Feltex Rugs | 


(FELT-BASE) 


































































































on rere 





60 


Shovel Handiles.—Regular pattern, 
XX, 4% ft., $5.90 doz.; X, 4% ft., $3.90 
doz.; D handle, best grade, $7.95 doz.; 
X grade, $6 doz. 

Spade Handies.—D “ern best 
grade, $7.75 doz.; grade, $6 d 


HANDLES, TOOL.—The ned is 


satisfactorily good and prices are un- | 


changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Axe WHandies.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer Handiles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 


HINGES.—Prices drop off slightly and | 
the demand continues to be seasonably | 
good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges in 
bundles, 4 in., 90c.; 5 in., $1.24; 6 in., 
$1.50; 8 in., $2.5 52; 10 in., $3.87 per 
doz. pairs; extra heavy T hinges, in 
bundles, 4 in., $1.40; 5 in., $1.46; 6 in., 
$1.84; 8 in., $3.14; 10 in., $4.47 per doz. 








pairs. 
ICE CREAM FREEZERS.—£ales show | 
some slight improvement, although they | 
are still rather light. There is a very 
slight readjustment on White Moun- 
tain prices. 


We quote from jobbers’ stocks, 
f.o.b. ia: an White Mountain, 1 at. 
$4.80 list; $5.60 list; 3 qt., $6.7 
list; 4 at., 38 3 list; 6 qt., $10. 45 Mat: 
; Ne $13. 40 list; 10 qt., 17.90 list; 12 

$21. 60 list; 15 qt., $25.60 list: 20 
= $33.20 list; 25 t: 7S 60 cnt: 


$8.60 list; 8 qt., $11.10 list. All the 
above less 50 per cent discount. 
Alaska, 1 qt.; $2.95 list; 2 qt., $3.45 
_ 3 at., $4.10 list; 4 at., $3 es 
$6.30 list; 8 qt., $8.20 list; 

$10. 75 list; 12 at., $14 list; 15 od oat 
list; 20 at., $21. 50 list. A discount of 
20 and 10 per cent on all above prices. 
Acme, 2 qt. galv., $8 per doz.; 2 qt. 
enamel, $10 per doz.; 4 qt. enamel, 
$18 per doz. Above prices are net. 


LAWN MOWERS.—Sales have been 
very heavy during the past two or 
three weeks and are holding up well. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Lawn Mowers.—16 in. ball bearing, 
5-knife, 11 in. wheels, $12.35 each; 
16 in. ball bearing, 4-knife, 10% in. 
wheels, $10 each; 16 in., plain bear- 
ing, 4-knife, 10% in. wheels, $8.65 
each; 16 in., ball bearing, 4-knife, 

9 in. wheels, $7.85 each; 16 in., plain 
bearing, 4-knife, 9 in. wheels, $7.35 
each; 16 in. ball bearing, 4-knife, 8 
in. wheels, $8 each; 16 in., plain bear- 
ing, 3-knife, 8 in. wheels, $5.85 each. 


NAILS.—The demand is fairly active 
and there is little prospect of any 
change in price. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire and ce- 
ment coated nails, $3.15 per keg base. 


OIL STOVES.—Sales continue to be 
somewhat slow, although there is a 
slight improvement as the season ad- 
vances. 

Oil Cook Stoves 


PERFECTION— 
ee oe . cnc cecseueeuse® ae. 50 
2 ce, ccceccueeseuess 2.50 
ee “Se Se IE. cn hoceenssceece 28.60 
Se ee. ee cc cccusescscaues 39.50 


Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
PURITAN (Improved Model)— 


a: Ce i ce. . -ssuueboceesee $17.50 
No. 43 3 er 22.50 
Ee EG 28.50 


Puritan discounts same as Perfec- 
tion. 


NESCO— 
ON a eee $9.50 
ek ee SE, at. eve eect pie 17.35 
No. 318 3 burmer®.....csscoccrss Sasew 
ee Be ae EE. wc ccccceeccces 28.00 
tt 2 oe inn kecawéoe ee 39.50 
No. 1102 high shelf only........ 5.25 
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No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 


With vitreous enameled stove tops 
and splash backs: 





Sh, (en te nae een dl $35.50 
Bee. Bee | BPMGNG. ccccccceseses 44.50 
Nesco dealers’ discount, 30 and 5 
per cent. 
Oil Ranges 


Nesco Rolo, 5 burners and oven.$90.00 
Dealers’ discount, 30 and 5 per cent. 


Ovens 
No. 211 1 burner plain door...... $2.50 
| No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 112G 2 burners glass door... 6.00 
PE. édencabeeeSedcatesesscens 6.15 


| Dealers’ discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 
PU RITAN— 
No. 42G 2 burners glass door... .$5.50 
Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 


cent. 
NESCO— 
No. 05 1 burner solid door....... $2.00 
No. 5 1 burner glass door........ 2.15 
No. 010 1 burner solid door...... 3.50 
No. 10 1 burner glass door...... 3.75 
No. 020 2 burners solid door..... 4.25 
No. 20 2 burners glass door..... 4.50 
No. 030 2 burners solid door..... 4.90 
No. 30 2 burners glass door...... 5.20 


Dealers’ discount, 30 and 5 per cent. 


Water Heaters 
Perfection No. 412.....cecccccces $40.00 
Pepeeeesem FO. Goh. cc occsccccssve 80.00 

Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, Etc. 
Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 
Discounts same as on oil cook 
stoves, ovens and heaters. 


PAINTS AND OILS.—Turpentine 


dropped 5 cents, while other prices re- 
main firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, 89c. 
per gal.; 5 barrel lots, 86c. per gal. 

Linseed Oil.—Boiled, barrel lots, 
a per gal.; 5 barrel lots, 89c. per 
gal. 

Turpentine.—Barrel lots, $1 per gal. 

Denatured Alcoho!l.—Barrel lots, 40c. 
per gal.; steel drums extra $6, re- 
turnable. 

White Lead.—100 Ib. kegs, $15.25; 
500 Ib. lots less 10 per cent; 50 lb. 
kegs, $7.90; 25 Ib. kegs, $4; 12 Ib. 
kegs, $2.10. 

Shellac. —(4% lb. cuts) white, $2.60 
per gal.; orange, $2.30 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 

_v Paste.—Barrel lots, 7i4c. per 


PYREX WARE.—The demand is satis- 
factory and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 dozen; 
No. 214, $12 dozen. 

New Handled Casseroles.—Round, 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.: No. 633, $14 
doz. Shallow Bae No. 642, $12 doz. ; 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 dozen; No. 
209, $7.20 doz. 

Tea Pots.—2 cup. $20 doz.; 4 cup, 
$24 doz.: 6 cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 


ROLLER SKATES.—Orders are being 
received in a fairly satisfactory volume 
und prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 


ROOFING PAPER.—A heavy demand 
is reported. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade talc surfaced, 
$2.65 per square; medium talc sur- 
faced, $2 per square; light talc sur- 
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faced, $1.20 per square; red rosin 
sheathing, $57 per ton. 


ROPE.—Prices are firm and sales are 
good. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Standard 
brands, 25%c. per y No. 2 Manila, 
24l4c. per lb.; No. 1 Sisal, 174c. per 
lb.; No. 2 Sisal, 16%c. per Ib. 

SASH CORD.—The demand is fairly 
active and prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$7.75 per doz. hanks; No. 8, $8.85 per 
doz. hanks. 

SASH PULLEYS.—tThere is no change 
in prices and demand is good. 

We quote from jobbers’ stocks, 


f.o.b. Chicago: Common sash pulleys, 
50c. doz.; = 54c. doz. Common 


Sense, 2 60c. doz.; barrels, d4¢. 
doz. ; ‘No. "105, 52c. doz; barrels, 48c. 
doz. 


SCREEN DOORS AND WINDOW 
SCREENS.—tThere is a continued im- 
provement in sales as the summer sea- 
son advances. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Screen Doors: No. 
266, 2-8 x 6-8, $20.35 doz.; No. 296, 2-§ 
x 6-8, $24.55 doz.; No. 311, 2-8 x 6- 8, 
$29.20 doz. Window Screens, No. 1833, 
$4.35 doz.; No. 2433, $5.20 doz. 


SCREWS.—Prices are very firm and 
the demand is active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 7744-20-10 per cent new list; 
round head blued, 7520-10 per cent 
new list; flat head brass, 75-20-10 per 
cent new list; round head brass, 
72%-20-10 per cent new list. Jap- 
anned, 70-20-10 per cent new list. 


SOLDER AND BABBITT METAL.— 
There is a good volume of sales and 
prices remain unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der, $41 per 100 lb.; medium 45-55 
solder, $40 per 100 Ib.; tinners’ 40-60 
solder, $39 per 100 Ib.; high speed 
babbitt metal, $20 per 100 lb.; stand- 
ard No. 4 babbitt metal, $13 per 100 Ib. 


STEEL SHEETS.— 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.25 per 100 Ib.; 28-gage 
black sheets, $4.25 per 100 Ib 


WIRE PRODUCTS.—Prices are firm 
with a seasonably active demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.06 per 100 lb.; No. 9 gal- 
vanized plain wire, $3.50 per 100 Ib. 
Catch weight spool galvanized cattle 
or hog wire, $3.85 per 100 Ib.; 80-rod 
spool galvanized hog wire, $3.34 per 
spool. Polished fence staples, $3.50 
per 100 lb.; 12-mesh black wire cloth, 
$1.75 per 100 sq. ft.; 12-mesh galva- 
nized wire cloth, $2 per 100 sq. ft.; 
14-mesh bronze wire cloth, $5.75 per 
100 sq. ft. 

Wire Cloth.—Black, 12-mesh, $1.75 
per 100 sq. ft.; galvanized, 12-mesh, 
$2.15 per 100 sq. ft.; 14-mesh, $2.55 

. per 100 sq. ft.: bronze, 14-mesh, $6 
per a sq. ft.; 15-mesh, $6.60 per 100 
sq. ft 

Galvanized Poultry Netting.—574-5 
per cent discount: galvanized after- 
made poultry netting, 521%4-5 per cent 
discount. 


WRENCHES.—Sales are satisfactory 
and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent discount: Coes’ 
wrenches, 40-10 per cent discount: 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 

Snap-on Wrenches.—Radio and elec- 
trical set, $4: No. 101 Master Service 
Set, $15.25: No. 202 Heavy Set, $8.80: 
No. 303 Ford Master Service Set, 
$14.85: No. 404 Universal Socket Set. 
$8.75: No. 505B Screw Driver Set, 
$3.40: No. 900 Square Socket Set, 
$3.70. All Snap-On Wrenches less 40 





per cent. 
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DooR-Ways 


with ordinary hardware 
are a problem / 


Slide the doors inside and you are 
through with trouble for all time 


E trouble with ordinary 
garage doors is: they 
shrink or swell, stick, sag and 
the hardware gets rusty. That’s 
because the doors and the hard- 
ware are unprotected from 
weather—the equipment was 
not designed by experts who 
know garage door requirements. 


All of these annoying, incon- 
venient features are impossible 
when the doors are equipped 
with Slidetite hardware. 


By sliding and folding in- 
side, Slidetite equipped doors 
leave a clear, unobstructed, 
full-width opening. Wind can- 
not blow them shut. Ice and 
snow cannot impede their oper- 
ation. Simple adjustments in- 
sure doors that will always 
fic snug. 


Slidetite equipped doors are 
ideal for any garage, 2 to 10 
doors, openings up to 30 feet 
wide, and no center post. 
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When a garage is not deepenoughtofold 
the doors inside—Slidaside is the cor- 
rect hardware. Doors so equipped slide 
around the corner, flat against the wall. 


Slidaside can be used for two car 
garages by sliding doors to both walls, 
and is adaptable to any garage, regard- 
less of distance from jamb to side wall. 


Both Slidaside and Slidetite mpripewes 
provide for an entrance door—doesaway 
with expense of a separate entrance. 
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HARDWARE AGE 


June 24, 1926 


Business Increasing in Northwest Territory— 
Seasonal [tems in Demand—Collections Slow 


(Minneapolis office of HARDWARE AGE) 


HILE the Northwest territory tributary to the Twin Cities 
has been suffering from moisture during the past few weeks, | 
there has been a feeling of disappointment as to crop pros- 


pects, not only among the farmers themselves, but among the busi- 


ness men of the towns and cities. 


However, that feeling has been 


quite thoroughly dispersed by general steady. soaking rains over 
the entire Mississippi valley, particularly the upper part. 

With the brightening of the prospects for good crops, there is 
apparent the feeling that business is bound to improve from now 


until the midsummer lull. 


resultant call for haying tools and repairs. 


Early haying is under way, with the 


Cultivating implements 


have been selling fairly well, and general hardware is again show- 
ing up slightly better than for the past few weeks. 

Collections are beginning to improve, as the month advances. 
Prices are steady, showing but very few changes. 


this 
lo- 


normal for 


in some 


Demand is 
Road work 


AXES. 


time of year. 


calities has developed a market to some | 


extent. Stocks are well assorted, with 
prices firm. 

We stocks. 
bit base 
doz. and 
at $21.50 


quote from 
fo.b. Twin Cities 
weight axes at $16 
double bit base weight 
per doz. net. 


BOLTS.—Call is 
stocks well filled. 
last quoted. 

We 
fas. 
47% | 

cent; 


per 
and lag 


lists 
BRADS.— Sales are 
than had been expected. 
full, with no price change. 
We quote from 
fob. Twin Cities: Wire brads in 25- 
Ib. boxes at 75 per cent from list 


BUILDERS’ HARDWARE.—The vol- 
ume of building is lagging in the larger 
cities, but still is fair in the smaller 
towns and rural communities. Small 
home building in the Twin Cities seems 
to have reached the peak load during 
the past vear, although there is a very 
good number of such homes under 
construction. Commercial building is 
about the average. Finishing hard- 
ware sales reflect these conditions. 
CARPET SWEEPERS.—Call is 
with stocks well filled. Prices 
not changed. 


We quote from 
f.o.b. Twin Cities: 

Carpet Sweepers, American Queen, 
$54 per adoz.: elite, Sho per doz. : 
Garand Lapids, niekeled, 5-im., $48 
per doz.: jap., li-in., $60) per 
doz.: WV: QJueen, $56 per doz.: 
Prineess, $50 per doz.: Universal 
nickeled, $46 per doz., and jap., $42 
per doz 

Toy sweepers, 
doz. 


jobbers 
Single 
per 
ares 


good, 
are firm 


fairly 
Prices 


quote from jobbers’ stocks, 
Twin Cities: Carriage bolts at 
er cent; machine bolts at 50-5 
stove at co per cent 
Screws cent from 


bolts 
at oo per 
somewhat slower 


Stocks 


stocks. 


jobbers: 
; » 


fair. 
have 


stocks, 


jobl ‘ rs 


Littl Gem (© and 6 
cartons), $3.75 per doz.; Little 
Jewel, 1 doz. cartons, $10, and Junior, 
1 doz cartons, $16 per doz. Littl 
Helper, $2 per doz. 
CHURNS. 
ment with the increase of dairying oper- 
ations. Stocks are well filled. Prices 
have not changed. 


Reading matter continued on page 64 


AND 


this season of the year. 
been kept at a good point. 


are 


| tall demand. 


Sales show some improve- | 


stocks, 
tvpe 


jobbers’ 
Barre] 
from list. 


We 
fob. 
churns 


quote 
Twin 
at 


from 
(‘ities: 
cent 


“or 
oe 


per 
ELBOWS.—tThere is a 


Stocks are in good condition, with prices 


firm. 
with | 


as | 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Slip joint, single 
lead 28 ga. eaves trough at $5.50 per 
10 ft.; 2S ga. 3 in. conductor pipe at 
$5.40 per 100 ft. and 28 ga. 3 in. el- 
hows at $1.73 per doz., net. 


FIELD FENCE.—Call is normal 


unchanged. 

We jobbers’ stocks, 
f.o.b. Twin Cities: 26 in. 10 ga. top 
and bottom 12% ga. intermediate 
tvpe of fence at $30.04 per 100 rods 
With other sizes and weights in pro- 
portion. 


quote from 


FILES.—Demand is good, due to the | 
many activities at this time of year 
Stocks are being | 


where files are in use. 
kept well filled. 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files 
at 60 per cent from lists. 

GALVANIZED WARE.—Call is 
good for pails and tubs. 
and pails are beginning 
Prices show no changes. 

We quote from 
fob. Twin Cities: Standard No. 1 
galvanized tubs at $7.50: No. 2, $8.25; 
No. 3, $9.45: heavy tubs, No. 1, $12.60; 
No. 2, $13.80: No. 3, $15: standard 10 
qt. pails, $2.70; 12 qt., $3.05; 15 at.. 
$3.40: stock pails, 16 qt., and 18 
qt., $5.50 per dozen, net. 

GLASS AND PUTTY.—Demand shows 
a decline with the advance of the year. 


Prices have not 


to move. 


jobbers’ stocks, 


Stocks are being graded down until the | 
Prices have not changed. | 


jobbers’ stocks, 


We quote from 
Minn. prices, sin- 


flo.b. Twin Cities: 
gle strength glass, S38 per cent; double 
strength, S85 per cent, and strictly 
pure putty in 50-lb. drums at $4.85 
cwt., net. 


HAMMERS AND HATCHETS.—Sales 
of small tools are running to a good 











| with the trade in this item. 
| firm as last quoted. 





for | 
Stocks have | 
Prices are | 


very 
Garbage cans | 


| HOSE.—This 


total. Stocks are well filled, with prices 


holding steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11's 
nail hammers, $12.60; Plumb No. HEF- 
Nl, $12: Riverside, No. 611%, $12: 
Plumb Broad, No. 2 hatchet, $16.40; 
No. 2 shingling, $12.50; No. 2 claw, 
$13.75 per doz., net. 
has been an _ excellent 
year for the sale of lawn hose in this 
territory. Stocks have been filled and 
refilled, and merchants are well pleased 
Prices are 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Competition, 4 
in., 3 ply, $8.25; Leader, % in., 5 ply, 
$9.50; % in., 5 ply, $10.75; Good Luck, 
% in., 6 ply, $10.75: Bull Dog, % in., 
7 ply, $14; Riverside, molded, % in., 
black, $14; % in., black, $12.50; red, 
3, in., $14.50; 5 in., $14 per 100 ft., 
net. 


| ICE CREAM FREEZERS.—Demand is 
| beginning to 


with the ap- 
Stocks are 


increase 
proach of warmer weather. 


_in readiness for the call, and prices are 
EAVES TROUGH, CONDUCTOR PIPE | 
fairly | 
good demand for this class of material. | 


steady as last quoted. 
We quote from jobbers’ 

f.o.b. Twin Cities: 

Alaska Freezers.—! 

2 qt., $3.45 each; 3 qt., 

qt., $5 each: 6 qt., $6.30 each; & qt., 

$8.20 each: 10 qt., $10.75 each: 12 qt., 

14 each; 15 qt., $17 each, and 20 qt., 

$21.50 each. These are list prices 

which are subject to a dealer's dis- 
count of 20 and 10 per cent. 

Alaska Grey Goose Freezers.—|! «t., 

3.35 each: 2 qt., $3.90 each; 3 qt., 

each: 4 qt., $5.70 each; 6 qt., 

8 gt., $9.35 each: 10 «qt., 

These are list prices 
to a dealer's dis- 
per cent. 

Freezers.—v- 
$5.65 each: 3 $6.75 each: 4 
$8.25 each: 6 qt., $10.45 each: 
$13.50 each: and 10 qt., 
These are list prices and are s 
to a dealer's discount of 50 per 

Auto-Vacuum Freezers. — No. 
$3.33 net: No. 2, $4 net: No. 3, 
net, and No. 4, $6.67 net. These 
prices to dealers show a discount 
3314 per cent off list. 

Acme Freezers. — [Hright. 
tapered, 2 qt... $S per dozen; 
size, enameled-galv., $10 per 
$ qt. size, enameled-galyv.. 
dozen, and 1 at. size, Junior 
eled, $4.80 per dozen, These 
prices to dealers. 

Arctic Freezers. :, 
$4.60: 3 qt., $5.55: it... $6.80; 6 qt.. 
$8.60: 8 ot.. Si4.8@: &2 
at., $16.65; 5 $23.20. These are 
list prices. Jobbers quote dealer's 
discount of 50 per cent off this list. 


stocks, 


qt., $2.95 each: 
$4.10 each; 4 


each. 
are subject 
of 20 and 10 
i Mountain 
> qt., 


Cit. 
Gt.. 


Did. odes 
net 
of 


galv., 
same 
dozen: 
$1S per 
enam- 
are net 
34: 2 at., 


qt. 


'LANTERNS.— Call is fair, with stocks 


Prices have not changed. 

stocks. 
short 
AOZ.. 


ample. 
We 
f.o.b. 
Plohbe 
net. 


LAWN MOWERS.—Volume is begin- 
ning to develop in this line. Stocks 
are well filled, with prices holding firm. 
We jobhbe rs’ stocks, 
fo.b. Twin Cities: Philadelphia, 
styles A and (C mowers at 3. pel 
cent: Style EF, 40-5 ner cent: style bk, 
35 per cent, and Riverside ball bear- 
ing, $8.75 each, net. 


jobbers’ 
Long 
$13 


from 
(‘ities: 
lanterns, 


quote 
Twin 
tubular 


or 


]¢ r 


quote from 


“” ~ 
epedmed 


MILK CANS.—Call is increasing with 


the advance of the season. Stocks are 

being kept well filled, with no changes 
in prices. 

we 

fio hb. 


stocks, 


gallon 


jobbers’ 
Railroad 5 


from 
(‘ities: 


quote 
Twin 
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A Good Name—Y our Protection 


When you sell a length of rope to a customer, you do not know the 
many uses to which he will subject it. It is therefore to your advan- 
tage, as well as his, to sell him a rope whose reputation for depend- 


able service has been established. 


You are absolutely secure in selling Columbian TVape-Marked 
Pure Manila Rope, which is distributed only through recognized 
jobbers. This guaranteed Rope has the backing of the Columbian 
Rope Company, one of the world’s largest Cordage manufacturers, 


and its good name assures your complete protection. 


Merely tear out lower part of this page and pin it to your letter- 
head, and we will send you a sample of our 7'ape-\Jarked Rope, 
together with the name and address of the Columbian Jobber in your 


vicinity. 


Columbian Rope Company 
352-80 Genesee Street 


Auburn, “The Cordage City,” N. Y. 


Branches: New York Chicago Boston New Orleans 
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milk cans, $2.60; 8 gallon, $3.10 and 
10 gallon, $3.20 each, net. 


NAILS.—Demand for nails is fair, re- 
flecting the conditions in the building 
industry. Stocks are in fair condtion, 
with the retailer holding stocks as low 
as possible. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 keg, base, and cement 
coated wire nails at 2.40 keg, base. 


OIL HEATERS.—Sales are still very 
good, with stocks in good condition. 
Prices show no indication of changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters, 
japanned polished steel, $3.66 each, 
and No. 016, nickel polished steel, 
$5.32 each, net. 


PAINTS AND WHITE LEAD.—This 
has been a very good year for the sale 
of paints as far as the weather condi- 
tions are concerned. Every phase of 
that condition favored painting, with 
the exception that continued dry 
weather retarded the desire of owners 
to buy, especially in the rural districts. 
Stocks have been turned rapidly, how- 
ever, and prices have been and still 
are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gallon, in 1 gallon 
cans, and white lead in 100 Ib. con- 
tainers at $13.84 cwt., net. 

PAPER.—Sales of building paper are 
but fair, due to the conditions in the 
building fields. Stocks are well filled, 


with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30 Ib. rolls 
at $3.25 ecwt., and tarred felt at $3.35 


cwt., net. 

PUMPS.—Demand for water supplies 
is very good. There is a general ten- 
dency toward better water supply on 
the farms, fostered by the movement 
toward dairying and diversified farm- 
ing. Stocks are being well kept, with 
— showing no changes. 


uote from jobbers’ stocks, 

Py Twin Cities: Deming, No. 440, 

ein. spout windmill force pumps, 

2 stroke, $6.85; adjustable stroke, 

; No. 4965, underground discharge 

ie force, adjustable’ stroke, 

$14.35; No. 415, $14.65; No. 403, hand 

lift, 6-in. stroke, $4.25: No. 182, hand 

lift, 6-in. stroke, 6 ft. set length, 
$5.25 each, net. 


PYREX OVENWARE.—Sales are nor- 
mal for this time of year. Stocks are 
low but well assorted. Prices have not 
changed. 
We 
f.o.b. 


quote from jobbers’ stocks, 
Twin Cities: No. 113 casseroles, 


The information contained in the following items 
believe to be reliable, has not 


ied from sources wh we 
een verified in all instances by ourselves. 


R. H. Bingham, for many years in the hardware business in 
is closing out his store in that place and 


Sleepy Eye, Minn., 
will open a new store at Brookings, S. D. 


The Kraemer Hardware Co. store at Greenwald, 


partially destroyed by fire. 


F. W. Hintz, past president of the South Dakota Retail Hard- 
ware Ass'n, has sold his store at Brookings, S. E. 


Byers and A. J. Reimer. 


Carl L. Fuller, senior partner in the firm of Fuller & Pin- 
.. has bought out the interests of his partner, 
and will continue the business under his own name. 
Thomasville, Ga., 
Mitchell is the general manager, announces that 
they are adding a stock of electrical fixtures, supplies, etc. 

E. W. Brown Hardware & Furniture Co., Milledgeville, Ga., 
A new building is 
under construction and will be occupied within the next 


nell, at Irene, S. D 
Ira Pinnell, 
Thomasville Hardware 


which S. J. 


& Supply Co., 


recently suffered a very severe fire loss. 
now 


few weeks. 
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at $1.17; No. 197 casseroles, $1.17; No. 
202 pie plates, 50c.; No. 210 pie plates, 
7c.; No. 212 bread pans, 60c.; No. 231 
utility pans, 67c.; No. 12 tea pots, 
1.67; No. 24 tea pots, $2, and No. 36 
tea pots, $2.33 each, net. 
REGISTERS.—Sales are rather light in 
comparison to some estimates early in 
the spring. Stocks are ample for the 
demand. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wrought steel reg- 
isters at 40 per cent from lists. 


ROPE.—Demand is fair, showing some 
increase for haying rope_ supplies. 
Stocks are well filled. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 26%c. Ilb., base, and best 
grade sisal rope at 18c. Ib., base. 


SANDPAPER.—Demand is fair, with 
stocks well assorted. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper na $6.65 per ream; second 
grade No. $6 per ream, and garnet, 
No. 1, 6-60 per ream. 


SASH CORD AND WEIGHTS.—De- 
mand is even, but not as heavy as had 
been expected, due to the building con- 
ditions. Stocks are ample, with prices 
steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord at 73c. lb., and second grade at 
. lb.; cast iron sash weights at 
$2.10 cwt., net. 


SCREEN DOORS AND WINDOWS.— 
Demand is increasing for doors and 
windows. Stocks are in good condition, 
ir. anticipation of the call. Prices are 
steady and firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common screen 
doors, 2-8 x 6-8, $1.63 each; fancy, 


2-8 x 6-8, $2.44 each; Sherwood ad- 
justable window screens, 24 in., $6.40 
and Wabash extension, 24 in., $5.20 
per dozen, net. 


SCREWS.—tTrade is steady and fairly 
good. Stocks are well filled, with no 
changes in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 80-10 per cent; flat 
head, japanned, 72%-10 per cent; 
round head blued, 77%-10 per cent; 
flat head brass, 77%-10 per cent; 
round head brass, 75-10 per cent from 
lists. 


SCYTHE SNATHS.—Call for snaths is 
fair, with stocks well filled. Prices are 
steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 50 scythe 
snaths at $13.20 per dozen, net. 


SOLDER.—Sales are fair, with stocks 


- 
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well filled. Prices are slightly lower. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 39c. lb., and strictly 
half and half solder at 38c. Ib., net. 


STEEL SHEETS.—Demand is good, 
with stocks ample to meet the call. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $5.60 cwt., base (28 ga.) and 
black steel sheets at $4.35 cwt., base. 


TIN.—Sales parallel those of sheets. 
Stocks are well filled, and prices are 
steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke, ICL, 
20 x 28 tin at $14.50, and IC, 20 x 28, 


8 lb. coating roofing tin at $15. 25 per 
box. 
TORCHES.—Demand is fair, with 


ample stocks ready for the trade. Prices 
are steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 
Line, No. 43, qt., $5.76; No. 45, qt., 
$6.53; No. 47, qt., $7.08; N 
$7.48; No. 49, qt., 


(flat), $6.96 each. Turner Standard 

No. 8, qt., $5.33; o. 14, qt., 
$6. 76: No. 22, at., 6.53; No. 30, qt., 
$6.91; No. 38, qt., $5.76; No. 39, qt., 
$6.05; No. 92, at $6.79; No. 93, qt. 
$7.42; No. 105, $4.88; No. 205, qt., 
$5.25 each. turner firepo ts, No. 53, 
$7.20; No. 63, $7.97; No. 66, $10.18; 


No. 76, $7.13; No. 38. $8.67 each, net. 
WHRELBARBOWS.--Sales are very 
good, especially in the domestic line. 
Stocks are well filled, with prices 
steady. 


We quote from 
f.o.b. Twin Cities: Barrel tray fully 
bolted wheelbarrow, $37 doz.; No. 2, 
tubular, $7.33 each, ‘and No. 1 garden 
barrows, $6.25 each, net. 


WIRE CLOTH.—Demand is very good, 


jobbers’ stocks, 


' with the approach of the insect season. 
_Stocks are being drawn on heavily but 


are still well assorted as to widths. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted 
wire cloth, 12 x 12 mesh, $1.90 per 


100 sq. ft., base; alumina, 12 x 12 
mesh, $2.35 per 100 sq. ft. base; 
galvanized, 14 x 14 mesh, $2.70 per 


100 sq. ft. base, and 16 x 16 mesh, 
$3.10 per 100 sq. ft., base. 


WIRE.—Call for fence wire has been 
fair. Wire for construction purposes 
shows rather a spotted demand. Stocks 
are well filled, with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle 
wire at $3.01 per 80-rod spool; painted 
hog wire at $3.22 per 80-rod spool; 
galvanized cattle wire at $3.21 per 
80-rod spool; galvanized hog wire at 
$3.43 per 80-rod spool; smooth black 
wire No. 9, $3.25 cwt.; and galvanized 
smooth wire No. 9, $3.70 cwt. 


Retail Store News 


while com- 


Minn., was 


D., to R 
Miami, Fla. 


of 


Reading matter continued on page 66 


The Greenwich Hardware & Paint Co. has recently been or- 
ganized and incorporated at Providence, R. L., 
Elman and associates, and headquarters have Sian established 
at 175 Baker Street. 

Sandford & Reuber, Inc., nae recently been pee rerye® and in- 
corporated at Elizabeth, N. 

Miller & Dobrin, Inc. 
corporated at Passaic, N. 

David S. Poleiner & Co. have recently established a new hard- 
ware, housefurnishing and toy store at 66 Second Street, 


by Benjamin 


, with a capital of $100,0 


+ recently been Becton a in- 
J., by Abe Dobrin and associates. 


N.E., 


John S. Toppenheim has succeeded to the sporting goods and 
hardware store formerly conducted by the 
Co., at Charleston, S. C. The store is located at 233 King Street. 

George Boliwitzer, in the hardware business at Ithaca, Mich., 
is reported as having filed a petition in bankruptcy. 

The Anderson Hardware 
under way for the erection of a new store building in that city. 

W. S. Henderson has succeeded to the hardware business of 
the Henderson Hardware Co., 


B. H. Worthen Arms 


Co., at Weslaco, Tex., has plans 


at Bucyrus, Ohio. 
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Watch Clothesline Sales: 






Jump! 











SILVER LAKE now comes on this 
handsome, new, handy Metal Reel 


MA I’S so thoroughly practical, and is such a time- and trouble-saver in 
Zt putting up and taking down a line, that good housekeepers sim- 
783 ply cannot resist it! And, by the way, we’re telling them about 
it in each issue of Good Housekeeping Magazine. Sending them to you 





to get it. 


The new SILVER LAKE Clothesline Reel immediately won the Good 
Housekeeping star (*) approval, which our Clotheslines have carried for 
many years,-as you know. This always proves that a product is made right 
and “behaves” right, and it goes a long way with particular customers 


of yours. 


The new Reels come with SILVER LAKE in the 50, 75, and 100-ft. 
lengths. And your jobber is all set to make immediate shipments when 


you say the word. 


—now don’t forget SILVER LAKE Sash Cord, 
in the quick-selling 50c package for replace- 
ments 


It’s nationally advertised in the Saturday Evening Post, 
and, believe us, it’s certainly registering SILVER LAKE 
quality in the minds of Architects, Contractors, Build- 
ers (as well as the general public) and will sell bulk 
goods, too, for you! 





SEND FOR THESE NEW DISPLAYS NOW 
Order Packages and Bulk Goods from your Wholesaler 


SILVER LAKE COMPANY, Newtonville, Massachusetts 


Manufacturers of | 


Silver Lake Solid Braided Cordage 
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Seasonal and Staple Lines 


Active in New York Market 


FAIRLY active demand for both seasonal and staple lines 

was reported in the New York wholesale market during the 

past week. At the present time considerable improvement 
in the movement of seasonal lines is apparent, although still ham- 
pered by unfavorable weather conditions. Advance orders on fall 
lines and some winter goods are accumulating slowly. Weather- 
strip and ventilators are most in demand, and more and more re- 
tailers are recognizing the advisability of anticipating their future 
requirements well in advance. In the matter of snow goods, few 
advance orders are in evidence, and the tardiness of retailers in 
this respect is naturally hampering wholesalers who are conse- 
quently unable to determine just which will be the popular numbers, 
and stock accordingly. 

Prices for the most part are firm and during the past week no 
radical departure from prevailing levels was reported.  Collec- 
tions, always an indication of general business conditions, are said 
to be improving. 


net. and No. 4, $6.67 net. These net 


Snow Shovel Prices | prices to dealers show a discount ot 
33% per cent off list. 

Prac ‘tically L| ne hanged | Acme Freezers. — Lright, galv., 

tapered, 2 qt., $8 per dozen; same 

. size, enameled-galv., $10 per dozen; 

Advance orders on snow shovels and | 1 at. size, enameled-galv., $18 per 

pushers are mate rializing very slowly dozen, and 1 qt. size, Junior, enam- 

in the New York wholesale market and — ey pee eae These are net 

. | ) Ss { ‘ ~ 

this fact is naturally tending to) Reetie Pramere.~ 1 qt., $4: 2 at., 

hamper wholesalers who are conse- | $4.60: 3 qt., $5.55: 4 qt., $6.80: 6 aqt., 

quently unable to determine just which | ny a OF es FP eT ge 214.80; 12 

| 00, » qt., en. ol, leSe are 

will be the popular numbers. Prices | dod ebteen. Sewuann auate Geniaee’ Gin 


are as follows: count of 50 per cent off this list. 


JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.0.B. NEW YORK: | 
Snow shovels, steel, long handled, . ee Bette a 
f1550 per don; De hwndieds $325. per | Wire Nail Prices Weak 
doz.: galvanized, 21' in. wide blade, , 
$11.40 per doz. Spring steel, wide | Although still quoted at $3.45 per 
blade, here i ys Ames, long | keg, some wholesalers in the metropol- 
Ae ee vurved blade, 18 in., | itan area are understood to be offer- 
$12. per doz.: curved blade, 24 in., | ing substantial concessions at the pres- 
$13.80 per dos. at wie te ent time. Wire brads in packages are 
a a ee a moving well, and are quoted at 70 and 
as 5 to 70 and 10 per cent off list. 





Weather Retarding Ice Cream | _ 
6 . Sash Cord in Demand 
Freezer Sales 











The long continued spell of cool un- | 
seasonal weather, with only an occa-| There has been no abatement in the 
sional let up, has resulted in retarding | demand for sash cord, according to 

| 


the movement of ice cream freezers! wholesalers in the metropolitan area. 
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Improving Demand for 


Metal Screens in N. Y. 


In common with other’ seasonal 
lines, metal adjustable screens are in 
fairly active demand at the present 
time, although hampered somewhat by 
the cool weather of the last few days. 
Prices are firm, and stocks sufficient. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK: 

Metal frame window screens, with 
galv., 14 mesh wire cloth; adjustable 
widths 20 to 37 inches: 16 in. high, 
$8 per dozen; with frame 20 in. high, 
$10 per dozen; 24 in. high, $12 per 
dozen; 28 in. high, $14 per dozen. 

Same, adjustable widths, 24 to 45 
in., 20 in. high, $12 per dozen; 24 in. 
high, $14 per dozen, and 28 in. high, 
$16 per dozen. 

Same, with bronze wire cloth, 16 
mesh, adjustable widths, 20 to 37 in., 
16 in. high, $12 per dozen: 20 in. 
high, $14 per dozen; 24 in. high, $16 
per dozen; 28 in. high, $18 per dozen. 
Same, adjustable widths, 24 to 45 
in., 20 in. high, $16 per dozen: 24 in. 
high, $18 per dozen, and 28 in. high, 
$20 per dozen. 


Screws. Bolts and Nuts 
Continue in Good Demand 


A consistent demand for bolts, nuts 
and screws is reported by wholesalers 
in the metropolitan wholesale market. 
Stocks are generally sufficient for cur- 
rent requirements, and prices presented 
herewith representative. 


JOBBERS' + it ee TO RE.- 
TAILERS, F.0O.B. NEW YORK 
Bolts and Nuts 

Machine bolts, *% by 4 and smaller, 
10 and 10 per cent off list. Machine 
bolts, longer and thicker, 40 and 10 
per cent off list. 

Common carriage bolts, *% by 6 
and smaller, 40 off list, larger and 
longer, 40 off list. 

Stove bolts, S80 and 10 off list. 

Lag screws, 50 and 714 off list. 

Screws 

Discounts on Wood screws: Iron 
bright, Flat Head, 771% per cent; 
Iron Bright, Round and Oval Head, 
75> per cent; Iron Blued, Round Head, 
a per cent; Brass, Flat Head, 75 per 

ent: Brass, Round and Oval Head, 
7 lh. per cent. 

These discounts apply to revised 
list of June 24, 1922. 

MX TRAS—20-10-10-5 per cent. 


in New York Market Wire Cloth Prices Holding; 


Demand Fairly Brisk 


Wire cloth continues actively in de- 


somewhat. Wholesalers are anticipat-| Stocks are sufficient for current re-| mand, with prices showing no tendency 


ing a marked stimulation in demand | quirements, and prices firm, particu- 
with the first continued spell of warm | larly on the higher price lines. 
weather. Stocks are generally suffi- | JOBBERS’ QUOTATIONS TO RE- 
cient, and prices firm. | TAILERS, F.0.B. NEW YORK: 

Sash Cord.-—Samson Spot, No. 8 to 


| 


| 


toward weakness, and stocks sufficient. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 


Wire cloth, copper, 14 mesh, $5.00 
to $5.25: 16 mesh, $5.50 to $5.75. 

Bronze, 14 mesh, $5.50 to $5.75: 16 
mesh, $6.00 to $6.25 

Galvanized, 12 mesh, $2.30: 14 mesh, 
$2.40 to $2.50: 16 mesh, $3.05 to $3.15. 

These prices are per 100 sq. ft. on 
sizes 22 in. to 48 in. For smaller 
sizes add 15c, per 100 sq. ft. 


| | Brisk Demand Reported for 


Crab Traps and Nets 


A particularly active demand is re- 
ported by certain of the New York 


_wholesalers for crab traps and nets. 


_ Traps are now quoted at $6.75 per doz. 


and nets at $4.20 per doz. The demand 
| for these items is expected to continue 
as the peak of the season is not reached 


JOBBERS’ QUOTATIONS TO RE.- ; o 4 
, No. 12, 65144c. to 66c. per Ib.; Phoenix, 
TAILERS, F.0.B. NEW page same numbers, 36c. per Ib.; Sachem, 
Alaska Freezers.—1 qt., $2.9» each, | same numbers, 3ic. ver Ib, and 
2 gt., $3.45 each; 3 qt., $4.10 each: | Aetna. No. 8. 26%4c. to 27c. per Ib. 
i gt., $5 each; 6 qt., $6. 30 each; S qt., No. 7 is le. per Tb. higher. and No. 
$8.20 each; 10 qt., $10.75 each; 12 qt., | 6 is 3c. per Ib. higher 
$14 each; 15 qt., $17 each, and 20 qt., ; 
$71.50 each. These are list prices —_——— 
which are subject to a dealer's dis- 
count of 20 and 10 per cent. _ . se 
nt Of 20 ad ee nt iat. |Advance Orders Accumulat-| 
$3.35 each: 2 at., $3.90 each: 3 it., . F S ~ 
$4.65 each; 4 qt., $5.70 each; 6 qt., Ine on urnace . coops 
$7.25 each: & qt., $9.35 each; 10 qt., 
$12.50 each. These are list prices | Advance orders are slowly accumu- | 
peers ba Bc gp Ag = ied Jating on furnace scoops in the New | 
White Mountain Freezers... «t., York wholesale market. Prices are as 
$5.65 each; 3 aqt., $6.75 — 4 qt... | follows: 
$8.25 each: 6 qt., $10.45 each: 8S qt., 
$13.50 each, and 10 «gt., $18 each JOBBERS’ QUOTATIONS TO RE- 
These are list prices and are sub- TAILERS, F.0.B. NEW YORK: 
ject to a dealer's discount of 50 per Furnace scoops, steel, D handled, 
cent. $5 per doz. 
Auto-Vacuum Freezers. — No. 1, Riveted blade, ID handled, $9.60 per 
$3.33 net: No. 2, $4 net: No. 5, $5.33 | doz. 


Reading matter continued on page 68 


until well in July. 
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The new knob 
permits a firm 
rip and has no 
inaccessible 
corners to clean 













No groove where 
foods can collect 
. to make clean- 
ing tedious 









New, broad 
handles on 
casseroles and 
pudding dishes 
facilitate lifting 
in and out of 
the oven 


These New Refinements 


make Pyrex more C—O 
convenient to use~ Sie ee 
easier to sell! 


LEAN, labor-saving and distinctive for table use, 
*Pyrex ovenware has become the housewife’s 


standard of ideal cooking ware. And tests in the 
country’s greatest cooking school proved beyond doubt 
that foods actually bake better 1n Pyrex. 



















































Pyrex Square Casserole gives 


Now Pyrex ovenware has been made even more the housewife a distinctive 

convenient for home use. The addition of handles cooking and serving dish for 

, , 7 Weis : the guest table. Al! corners 

makes it easier to lift even when hot and the elimination rounded to prevent lodging 
, of food 


of corners and grooves removes the last difficulty in 
keeping it spotless. 

To help you merchandise Pyrex ovenware better, the 
line has been greatly simplified. Only the quickest 
moving, most popular items have been retained. You 
can now stock and display the entire line with the same 
investment that formerly permitted the handling of 
only a part of the line. 

As a result, the simplification of your handling, apes 

. , , . , Pyrex Au Gratin Dish ts popu- 
stocking, packing, bookkeeping and displaying means a lar for cooking and serving all 
bigger net profit to you on every sale. aoc 

















*T. M. Reg. U.S. 


pecs CORNING GLASS WORKS 


Pyrex Sales Division 


Corning, New York, U. S. A. 





OVEN WARE 








. 
CQ MG CAAT WORKS 
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Retail Hardware Sales Improve in Boston— 
Seasonal Items Active — Prices Steady 


(Boston office of HARDWARE AGE) 


EW ENGLAND retail dealers in general are still reporting 
over-the-counter sales as holding up remarkably well, and 
such statements are verified by the volume of merchandise 


moving out of jobbers’ warehouses. 


It is believed in the retail field 


that business would be even better should warmer weather be ex- 
prienced, but all things considered the trade is well satisfied. On 


the whole the weather is unseasonably cool. 


Each one or two warm 


days are followed by an equal or greater number of cool days. 
Vegetation is growing well, however, and while rain is still needed, 
there has been enough moisture to tide things over. Gardens and 
farms are being worked extensively, and the building industry is 
busy except in a few isolated spots where labor is striking for more 
money. The public need for merchandise, therefore, is active and 
broad. Many retail dealers are anticipating fall goods requirements 


more freely than heretofore. 


It grows more and more apparent each week that the average re- 


tail stock, although well assorted, is not heavy. 


In fact, supplies 


of certain items carried by the trade are exceptionally small. The 
rank and file of retailers has no intention of deviating from the con- 


servative method of purchasing goods. 


It is still the practice to let 


the jobber carry the heavy stock. The retailer can secure prompt 
delivery on practically everything wanted, consequently sees no rea- 
son why he should anticipate wants more than a reasonable length 
of time. While jobbers find more or less fault with the character 
of retail buying, most of them will admit that after all it is a wise 
buying policy and that the retail dealer cannot have any reason for 


changing it. 


It makes for a liquid healthy market. Collections 


are said to be better, although there is a tendency to hold back set- 


tlements in many Cases. 


AXES.—Jobbers continue to secure 
forward orders for axes. Their efforts 
to round up business so far this year 
have brought quite satisfactory results. 
We quote from Boston jobbers’ 


Axes.—Without handles, single bit, 
24.50 per doz. net; double bit, $19.50; 
int edge with handle, single bit, 
$18.75. Ship Slinger, unhandled, sin- 
gle 7. $15. 10. Flint Edge, with han- 
dle, boys’, No. 2, $12.50; house, 2%- 
_ - 25. Jimdandy, with handle, 
, $17; house, 2%-Ib., $10.75. 


BARN DOOR HANGERS.—Retail deal- 
ers keep picking away at barn door 
hangers. The aggregate weekly sales 
by jobbers amount to considerable, fig- 
ured in dollars and cents. 


We quote from Boston jobbers’ 
stocks: 

Barn Door Hangers.—Topping line, 
Storm King, $9.60 per doz. pair net; 
World’s Best, $17.28; Safety, $12; 
Tandem, $17.76. 


BITS.—Along with other tools neces- 
sary in construction work, the demand 
for bits is quite good. Sales so far this 
year have run well ahead of those for 
the corresponding period last year. 


We quote from Boston jobbers’ 
stocks: 

Augur Bits.—Electric 10-16ths, $6.25 
per doz. net; 11-16ths, $6.60. Carpen- 
ters’, 8-16ths, $5.30; 9-16ths, $5.75; 
10-16ths, $6.25; 12-16ths, $7.10. Sets, 
32% quarters, in boxes, $7.40 the set, 
in canvas rolls, $7.50. 


BRUSHES.—According to information 
available, the average retail dealer is 























cleaning up well on paint brushes. 
Public buying of house brushes is of 
good proportions for this time of the 


year. 

We quote from Boston jobbers’ 
stocks: 

Brushes.—House, men’s clothing, 
$1.07 each net; wall cleaning, ,$1.24; 
dry duster (floor), $1.27; vegetable, 
17¢c.; radiator, 37c.; refrigerator, 20c.; 
dust pan, 67c.; bath, large, $1.54, me- 
dium, $1.30: skirt, $1.07; nail, me- 
dium, 57c.; stiff, 57c. 

Paint Brushes. —Wall, $5 to $60 per 
doz. net; varnish, $3.50 to $25; calci- 
ro 4a1.30 $10. 50 to $90: whitewash, $3.50 
to 1.3 


CAMP STOVES.—The somewhat more 
seasonable weather has helped to speed 
up the camp stove market. Most re- 
tail firms are buying cautiously, but 
repeating orders frequently. 


We quote from Boston jobbers’ 


stocks 
Camp Stoves.—No. 2, $8.50 each 


net; No. 9, $6.25. 
CUTLERY.—Scissors, shears, bread 
knives, kitchen knives, in fact all kinds 
of cutlery, are selling. Business is not 
as brisk as it might be, although some 
retailers profess to: have sold quite a 
number of shears so far this month. 


We quote from Boston jobbers’ 
stocks 

Dread Knives.—Genco, $2.50 per 
doz. net. 

Knives.—Kitchen, No. 303, 80c. per 
doz. net; No. 333A, $2.50. Slicers, No. 
283, $5.25; No. 283A, $6; No. 2017, 
$5.25. Butcher, No. 200, 5-in., $3; 
6-in., $3.25; 8-in., $4.75; 9-in., $6; 10- 








in., $7; 12-in., $10; 14-in., $12. Ebony 
handles, 8-in., $7.75; 10-in., $10.75; 
12-in., $14. 25. Grapefruit, No. 342, $2. 

Straight Shears.—Universal line, 
japanned, 6- in., $8 4; doz. net; 6%- 
in., $8.50; 7-in., $9; 7%-in., $9.55; 8- 
in., $10. 10; ‘9- in., $12. Nickel plated, 
6-in., $9.15; 6%-in., $9.55; 7-in., $10.10; 
7-%in., $10.75 8-in., $11.15: 9-in., 
$14. Left hand, 7%- -in. $13.80. 

Bent Trimmers. — Japa nned, 7-in., 
$9.55; 8-in., $10.75; 9-in., $13.55; 10- 
in., $16.90. 

Barbers’ Shears. — Nickel meted. 
74%-in., $12 per doz. net; 8-in., $12.80. 

Scissors.—Pocket, 4- in. - $8. 35 per 


doz. net; 4%-in., $8 . Embroidery, 
3%-in., $7. 65; 4-in., $8. 35. | Ladies’ 4- 
in., $8.35; 4%-in n., $8.70; 5-in., $9; 6- 
in., $10.35. 


DRYERS.—It is constantly necessary 
for retail dealers to repeat orders for 
clothes dryers. According to some of 
the jobbers here it has been one of the 
best years on record for this kind of 
merchandise. 


We quote from Boston jobbers’ 
stocks: 

Clothes Dryers.—Four-line, $5.50 
each net; five line, $6. 


FREEZERS.—The demand for freezers 
has come ahead quite fast this month 
and indications are that a majority of 
the retail trade will have covered its re- 
quirements before July 1. Some of the 
smaller retailers have signified their in- 
tention of putting off buying as long as 
possible. 


We quote from Boston jobbers’ 
stocks: 

Alaska Freezers.—1 qt., $2.95 each; 
; a $3. 45 each; 3 qt., $4.10 each; 

, $5 each; 6 at., $6. 30 each; 8 qt., 
$8. $6" —, Bn at; $10. 75 each; 12 qt., 
$14 each; $17 each, and 20 at., 
$21.50 cia Fares are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

Alaska Grey Goose Freezers.—1 at., 
$3.35 each; 2 qt., $3.90 each; 3 at., 
$4.65 each; 4 at., $5.75 each: 6 qt., 
$7.25 each: 8 qt., $9.35 each; 10 qt., 
$12.50 each. These are list prices 
which are subject to a dealer's dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.—2 at., 
$5.65 each; 3 bn $6.75 each; 4 qt., 
$8.25 each; 6 $10.45 each; 8 aqt., 
$13.50 each, a 10 qt., $18 each. 
These are list prices and are sub- 
ject to a dealer’s discount of 50 per 
cent. 

Auto-Vacuum Freezers.— No. 1, 
$3.33 net; No. 2, $4 net; No. 3, $5.33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
33% per cent off list. 

Acme Freezers.—Bright, galv., 
tapered, 2 qt., $8 per dozen, same 
size, enameled-galv., $10 per dozen: 
4 qt. size, enameled-galv., $18 per 
dozen, and 1 qt. size, Junior enam- 
eled, $4.80 per dozen. These are net 
prices to dealers. 

Arctic Freezers.—1 ott $4; 2 at., 
$4.60; 3 qt., $5.55; 4 $6. 80; 6 qt., 
$8.60; 8 qt., $11.10; 10 ye $14. 80; 12 
at, $16.65; 15 qt., $23.30. These are 
list prices. Jobbers quote dealers’ 
discount of 50 per cent off this list. 


GRASS HOOKS.—Improved buying of 
grass hooks is reported by local whole- 
sale houses. It is believed by jobbers 
that they will clean up stocks earlier 
than usual this year. 


We quote from Boston jobbers’ 
stocks: 

Grass Hooks.—Lawn King, $6.50 
per doz. net; Little Giant, $5.25; Re- 
liance, $3; Brier Edge, $4. 75: Hand 
Made, $4; Perfection, $4.3 


Reading matter continued on page 70 
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It Takes Repeat Sales @ 
to Builda Permanent ¢ 
Tire Business 


HE street hawker is the only 

dealer who doesn’t have to worry 
about repeat sales. He is here to- 
day and gone tomorrow. 

But the merchant who depends 
on the good will of the residents of 
his community for a patronage that 
is permanent, must look to repeat 
business if he is to be successful. 

In no instance is this more im- 
portant than in the tire business. 
The tire merchant must sell tires 
that deliver the kind of service that 
makes the car owner want to come 
back for more. 

This thought is uppermost in the 
mind of the hardware dealer who 
handles the Hartford Line of Tires Hartford Heavy Service Cords 
and Tubes. 

From the start he attracts people 
who know the fine reputation of 
Hartford Tires —a reputation that 
has been growing for 27 years. These 
car Owners are always glad to know 
where they can buy these high 
quality tires. 

And there is no better assurance 
of the continued tire patronage of 
his other customers than the excep- 
tional value he gives them in 
Hartford Tires and Tubes. He estab- 
lishes himself as an authority o 
honest tire value. - 

He has the advantage of selling 
Hartford Tires at attractive prices 
without sacrificing his own profits. 
Low cost distribution through the 
leading hardware jobbers of the 
country and economical manufac- 
ture, make this possible. 

Furthermore, there is a Hartford 
Tire and Tube exactly suited to 
every motoring need today. 


HARTFORD RUBBER WORKS CO. 
1790 Broadway New York City 





.- 


Hartford Cords (High Pressure) Hartford Tubes Hartford “H” Tread Clincher Cords 
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HAMMOCKS.—Jobbers are still plug- 
ging away on hammocks, particularly 
couch styles. Results so far have been 
fairly satisfactory, but it will take sev- 
eral consecutive hot days to put real pep 
into the market. 


We quote from 
stocks: 

Hammocks.—Couch styles, standard 
makes, boxed mattresses, deep val- 
ance, khaki duck, $10 and $11 each 
net: with adjustable back rest, $13; 
green and gray duck, with back mat- 
tress, $16 and 17. Canopy, green and 
gray, $6 each; khaki, $4.35. Stands, 
$3 each. 

HAYING TOOLS.—Although the hay 
crop of the country at large probably 
will be somewhat smaller than that for 
1925, indications are New England will 
have about an average crop. Hay 
rakes, seythes and forks are beginning 
to move out of local jobbing stocks with 
more freedom. 

We quote 
stocks: 

Scythes.—Little Giant, 28 to 52-in. 
and 30 to 34-in., $16 per doz. net; 
Clover Leaf, $13.50; bramble, $16.50; 
brush, $16.50. 

Snaths.— Ash, $14.50 per doz. net; 
cherry, $16.75; brush, $16. 

Scythe Stone. — Round Icnglish, 
$2.25 per doz. net; Star, $1.35; West 
Ind red, $1.10; Green Mountain, $9 
per gross; Black Diamond, No. 1, $15; 
Chocolate, No. 1, $1.70 per doz.; Car- 
honate, No. 188, $1.95; No. 190, $1.95; 
No. 191, $2.34. 

Forks.—Three-type, No. 34, 12-in., 
$10.08 per doz. net; No. 34%, 12-in., 
$10.44; No, 133%, 13-in., $10.44; No. 
132%, 13-in., $10.80; No. 134, 15-in., 
$10.92: No. 135, 13-in., $11.76; No. 136, 


toston jobbers’ 


from tjoston jobbers’ 


13-in.. $13. 92: No. 123%, 14-in., $11.04: 
No 124, 14-in., $11.52; No. 144%, 
l4-in., $11.88 
HOCKEY STICKS.—One local whole- 
sale house says its advance sales of 


hockey sticks up to June 15 were much 
larger than its total sales for either 
1925 or 1924. Other houses are not 
quite as optimistic, yet it is quite ap- 


parent that retailers are ordering 
heavy and that their stocks are greatly 
depleted. 
We quote from Boston jobbers’ 
stocks: 
Hockey Sticks...Scout Jr., $3.30 per 
doz. net; Boys’ X, $5: Men's X, $38; 


Men's XX, $10.40; special, $15, Boys’ 
wite, $3 a doz. net; boys’ special, $5; 
Amateur, $8; Championship, $11; spe- 
cial, $11: No. 25, $2 per doz. net; 
No. 50, $3.50; No. 75, $6; No. 100, $8. 

Pucks.—Standard makes, $2 a doz. 
net, 

Polo Sticks.—No. H, %5c. a doz. 
net; No. G, $1.50; No. C, $3.75. 


NAILS.—There is a very satisfactory 
out of store movement of all kinds of 
nails, report jobbers. Retailers are 
buying conservatively, however. 

Boston jobbers’ 


We quote from 


stocks: 


Nails.—Wire, from store, $3.70 per 
keg, base; from mill, in car lots, $2.70 
per keg base; in less than car lots, 


Cement coated, in count Kegs, 
from mill, in car lots, $2.40 per keg 
ase, f.o.b. Pittsburgh: in less than 
car lots, $2.65; from store, $4.60 per 
keg base. Cut nails, from store, $4.25 
per keg base. Hardened steel floor, 
direct shipments, $8.10 per keg base; 
Western cut nails, direct shipments, 
in car lots, $3.50 per keg base, f.o.b. 
Tittsburgh; in less than car lots, 


$3.65. Tremont cut nails, direct ship- 
ments, $3.95 per keg, f.o.b. Ware- 
ham, Mass.: hardened _ steel § for 
nails, direct shipments, $7.60 f.o.b. 
Wareham. 


RADIO SETS.—The current demand 
for radio sets is remarkably good for 
this time of the year. The cool belated 


‘sumption is about on a par with that for 
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spring is held accountable for busi- | 
Jobbers are starting 
_to round up orders for fall delivery and | 


ness conditions. 


things look good to them. 


We quote Boston jobbers 
stocks: 

Radio Sets. — Amarid, neutrodyne, 
5-tube, $60 each, list; discount 40 per 
cent. Crosley, model 4-29, 4-tubes, 
$29 each list: model 5-38, 5-tubes, $38; 
discount 33% per cent. No. REL 60, 
5-tubes, $60 list; RFL 75, 5-tubes, $75 


from 


list; discount 40 per cent. Thorola, 
5-tube sets, No. 57, $60 each list, 
No. 58, $125, No. 59, $185. Discount 


40 per cent. 

Speakers.—Thorola, No. 4, $25 each 
list, No. 9, $20, No. 12, $15. Discount 
40 per cent. 


ROPE AND TWINE.—Boston jobbers 


say indications are that rope prices will 
be lower on and after July 1. It is re- 


ported the market is weak. The New 


England movement of rope into con- 


last year, although retail dealers in cer- 
tain localities have increased their 
sales. 


We quote 
stocks: 
Rope.—Manila, 26. per Ib. 


from Boston jobbers’ 


base: 


sisal rope, 18%c.; hay rope, 19c.; cot- 
ton rope, 50c. 
Lath Yarn.—Sisal, C130, 18c.; D200, 


19c. per Ib. 

Twine.—Hemp in %-lb. balls, No. 
12, 47c. a lb.: No. 18, 42c.; No. 24, 
40c.; No. 36, 38c.: No. 48, 37c.; Yazoo, 
24 10-0z. balls, 80c. a box; bison, 12 
balls, 80c. a box. Cotton cones, 
44c. Jute 2-ply, 30c. Marlin, 2-ply 
in 1-lb. balls, No. 4%, 27c.;: No. 6, 
2ic.; in 2-lb. balls, No. 8, 22c. 

Yacht Marlin.—vTarred, 48c. for Ib. 
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packages, 19%c.; in 25-lb. packages, 
l6%ec.; in 50-lb. packages, 14c.; in 
100-lb. packages, 1l4c. 


Sprayers.—Midget, 2.50 per doz. 


net; Cyclone, $4; Continuous, $6.50; 
compressed air, galvanized, $4.50; 
brass, $6.25; standard spray pump, 
$3.50; fog sprayers, $4.50; bucket 


sprayers, $3.05. 
WASHING MACHINES.—Business in 
washing machines has developed rapid- 
ly this month. At least one local job- 
ber is holding up shipments on certain 
models owing to the backwardness of 
the manufacturer in making deliveries. 


We quote from Boston jobbers’ 
stocks: 

Washing Machines. — Voos, sea 
wave, $99 each list: No. E25, Dollie 
type, $94 each list. Discount 33', 
per cent. Horton line, No. 40, cop- 
per, $112 each net; white enameled, 
$119; No. 34, $92.75; No. 33, $63. 

lroners.—Horton line, No. 3, gas 
heater, $101.50 each net; electric 
heater, $108.50. 

WIRE CLOTH.—Wholesale sales of 
wire cloth are increasing each day. A 
goodly percentage of the retail trade 
put off buying because of the late 
spring. Most of them are getting in 
under cover now, however. 


We quote from Boston jobbers’ 
stocks: 

Wire Cloth.—From stock, black, 12 
mesh, $2.15 per 100 sq. ft., 14 mesh, 
$2.55; dull galvanized, 14 mesh, $2.45; 
bronze, 14 mesh, $6; 16 mesh, $6.50; 


copper, 14 mesh, $5.50, 16 mesh, $6. 


From mill, f.o.b. Worcester, Mass., 
black, 12 mesh, $1.80, 14 mesh, $2.20; 


dull galvanized, 12 mesh, $2.05, 14 
mesh, $2.45; 16 mesh, $2.90; bronze, 
14 mesh, $5.50; 16 mesh, $6; copper 
14 mesh, $5; 16 mesh, $5.50. 





SCREEN DOOR GU ARDS.—Continued | 


good reports are had from jobbers re- 
garding screen door guards. 


for screens and doors themselves. 


We quote from Boston jobbers’ 
stocks: 
Screen Door Guards.—Donley line, 
26, 28, 30 and 32-in., 45c. per set of 
three, net. 
SCREEN DOOR SPRINGS.—Screen 
door springs likewise are enjoying a 
good demand. Retail 
where apparently were allowed to get 


down close to the vanishing point. 


We quote from Boston jobbers’ 
stocks: 
Screen Door Springs.——-Gem line, 


No. 1, $3.25 per doz. net; No. 2, $2.60; 
No. 3, $2.10. Champions, No. 61, 23c. 
each; No. 62, 27c.; No. 63, 4lc. Per- 
fection, cone end, No. 11, 45c. a dozen 
net; No. 12, 50c.; No. 13, 55c.; No. 14, 
60c.; No. 15, 65ce. 


SPRAYS AND SPRAYERS.—Retail 
dealers, in many instances, report good 
buying of sprays and sprayers. Job- 
bers say there is some belated buying 
by the retailer. 

We quote 


stocks: 

Arsenate of Lead.—Swilt’s in paste 
form, in case lots, 1-Ib. cans, 21'ec. 
per Ib. net; 5-Ilb. cans, I8%ec.; 10-Ib. 
cans, 16%c.; 25-lb. cans, 14%c.; 50-lb. 
cans, 13%c.; 100-lb. cans, 12%6c.; in 
dry forms, in 1-lb. bags, 20c. per Ib.; 
in 4-lb. bags, 18c.; in 10-lb. bags, 
18¢c.; in 100-lb. bags, 18c. 

Pyrox.—In case lots 1-lb. jars, 24 
to the case, $7.80 per case; in 5-lb. 
crocks, 12 to the crate, $15; 10-Ib. 
crocks, 6 to the crate, $13.50; 25-Ib. 
containers, 4 to the crate, $20.50; 50- 
lb. kegs, $8.75; 100-Ib. kegs, $14.10. 

Dry Lime Sulphur.—In 1-lb. pack- 
ages, 20c. net; in 5-lb. packages, 1c. 
per Ihj; in 10-lb. packages, l6c.; in 
25-Ib. ‘drums, 12c.; in 50-lb. drums, 
lle.; in 100-lb. drums, 10c. 

Fungi-Bordo.—Dry Bordeaux mix- 
ture, in 1-lb. packages, 24c. net; in 
4-Ib. packages, lic. a Ib.; in 5-Ib. 


from Boston jobbers’ 





In fact, | 
_business is relatively better than is that 


stocks every- | 
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fray’ enam It is 


Fruit Juice Extractor 
of Malleable Iron 


The Novelty Manufacturing Co., 
Waterbury, Conn., has recently placed 
on the market the Wilwear Juice Ex- 
tractor designed especially for all kinds 
of citrus fruits and to speed up the tire- 
some operation of squeezing by hand 
lemons, oranges and other fruit. 

It will squeeze three oranges, for ex- 





“WILWEAR" 


ample, quickly and easily while one is 
being squeezed by hand. In addition it 
extracts and saves all the juice and 
makes a clean job of it. 

The handle is of good size and a few 
turns are sufficient to perform the ex- 
tracting operation. The frame is of 
malleable iron, strong and sturdy, held 
securely to the table or counter by a 
clamp with a large thumb screw for 
tightening. 

The gears are made to mesh per- 
fectly and run smoothly. The juice 
bowl and whirling extractor are both 
reinforced and made of the best qualitv 
finished in French 
ray enamel, with the bowl and cone in 


Isatin dipped aluminum. 


Reading matter continued on page 72 
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WHITCO HARDWARE 


In Solid Brass, per set $2.25 
In Rust Proofed Steel 1.75 


CALEDONIA 
CASEMENT CONTROL 


$2.00 each in standard brush 
brass finish. Other finishes at 
slight extra cost. 


Whitco Hardware and the Cal- 
edonia Control are sold only 
through the hardware trade. 
Ask your jobber. 
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gives you a much stronger installation 
than you can get with butts— 


Just analyze this layout and see for yourself. 
Instead of suspending the sash, Whitco supports it. 


Instead of the attaching screws being in line with the 
strain and opposing it with nothing but the bite of 
their threads, those that fasten Whitco to the sash 
and those that secure it to the header and sill, all are 
Set in at right angles to the line of strain, holding with 
their entire length, as well as thebiteof their threads. 


Instead of holding the sash by one side and relying 
upon the strength of the joint between the stiles and 
the rails to keep the sash from sagging, Whitco holds 
the sash by both rails — supports it instead of sus- 
pending it — reinforces the joint between stile and 
rail with a heavy metal plate — and this at both top 
and bottom of the sash. 


In fact, there is not a single detail in Whitco Hard- 
ware or in a Whitco installation that is not stronger, 
better and more practical in every way than a case- 
ment window installation made with butts. 


The Caledonia Casement Control 


is made and recommended by the makers of Whitco 
as the most desirable means of opening, closing and 
locking a Whitco equipped sash without moving the 
screen. 








Sash fully 
open 





















| aasmacuares' f HARDWARE SPECIALTIES 


Western Offices: 
365 Market Street 
San Francisco 


Eastern Offices: 
636-645 Mass. Trust Bldg. 
Boston 
Send all inquiries to nearer offices 
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Hardware Trade Reported Fair in Cleveland— 
Few Price Changes Noted—Collections Slow 


(Cleveland office of HARDWARE AGE)? 


ARDWARE business with both jobbers and retailers is fair 
and in about the same volume as at this time last year. 
Considerable buying by the retail trade is of a hand-to- 

mouth nature and salesmen in some districts are finding it hard to 
keep their normal volume of orders. Weather conditions have inter- 
fered with retail sales of some seasonal lines, particularly screen 


doors and windows. 


In sporting goods lines there has been good 


demand for baseball goods and now fishing tackle and golf goods 


are commencing to move in good 


but accessories and touring equipment are active. 


shape. Tires have quieted down 
A demand is 


now springing up for preserving kettles, tin cans, cold pack cookers, 
cherry seeders and other equipment used in canning operations. 
Several price changes were made during the week. Cast iron and 


malleable pipe fittings advanced sharply. 


It is claimed that prices 


on these have been very low for some time because of competitive 
conditions in the trade. Jobbers also advanced weldless wire chains 


following an advance recently made by a manufacturer. 


Range 


boilers and corrugated roofing have declined. The market as a 
whole is steady, with regular prices being generally maintained. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—The demand for tires and 
tubes has been fairly heavy, but orders | 
have fallen off considerably the past | 
week. Accessories are quite active. 


Cleveland jobbers quote Mansfield 
tires f.o.b. Cleveland, 30 x 3% in. 
regular cord, $9.95; heavy duty over- 
size, $12.65; 32 x regular cord, 
$17.50; heavy duty, $21.40; 34 x 4% 
heavy duty oversize, $29.50; balloon 
tires, 29 x 4.40, $13.85; 30 x 5%, 
$23.45; 32 x 6.20, $35.50; yd tubes, | 
30 x 3%, $2.50; "82 x 4, $3.7 34 x 
4%, $4.60; balloon tire Pe any gray, 
29 x 4.40, $2.95: 30 x 5%, $4; 32 x 6.20, 
$6.25. 

We quote from jobbers’ stocks, 
f.o.b. Cleveland: Millers Falls, No. 
145 jacks, $3.75. Derf spark plugs, 
96c. each for all sizes in lots of —y 
than 50; Champion X spark plugs, 
45c. each for less than 100 an 
each for over 100; Champion vanuier. 
53c. each for less than 100, all sizes; 
50c. each for over 100 


AXES.—Jobbers are selling quite a 
few axes for fall shipment, business 
showing an improvement in this line. 


Jobbers quote f.o.b. Cleveland: 

First grade single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15.50 per 
doz.: double bitted, handled, $24.50 
per doz.; double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 Ib. and similar 
advance for each 6 Ib. additional 
weight increase. 

BATTERIES.—The demand is rather 
quiet and prices are unchanged. 

Jobbers quote f.o.b. Cleveland: 

No. 766 B batteries, $1.30 each for 
unit packages and $1.40 for small 
ots. 

Eveready B batteries, No. 486, 
$3.58 each for unit packages and $3.85 
each for smaller lots. 

No. 6 ignition type dry cell batter- 
ies, 32c. each. 


BOLTS AND NUTS.—Manufacturers 
have reestablished present discounts 
for the third quarter. The demand is 
holding up well and jobbers’ prices are 
firm. 


Jobbers quote f.o.b. Cleveland: 

Large machine bolts, cut threads, 
50 and 10 per cent off list: small 
ruiled threads, 60 and 5 per cent off 








list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 
list; stove bolts, 75 and 10 per cent 
off list; hot pressed nuts, $3.90 off 
~ 2 re rivets, 65 and 5 per cent 
Oo st. 


BINDER TWINE.—Orders have dwin- 
dled down, as buying for the season is 


pretty well over. 


Cleveland jobbers quote first grade 
binder twine at $6.98% per bale, 50 Ib. 
gross f.o.b. Cleveland, and $6.87% 
f.o.b. Chicago or Auburn, N. Y. 


CORRUGATED ROOFING.—Prices 
have again declined, following the 
downward tendency of the galvanized 
sheet market. The demand is only fair. 
Cleveland jobbers quote No. 28 


gage corrugated roofing at $4.00 per 
square, f.o.b. Pittsburgh. 


COOKERS.—Steam cookers have be- 
come quite an active item, as these are 
used to considerable extent in ‘a cold 


pack canning process. 

Jobbers quote No. 20 Conservo 
cookers $8 each, f.o.b. Cleveland or 
factory. 

CHERRY SEEDERS.—tThese are sell- 
ing well with the approach of the 
cherry picking season. 

Cleveland jobbers quote cherry 
seeders as follows. Rollman, $10 per 
doz.; Enterprise Japanned, $16.75 per 
doz.: galvanized, $17.50 per doz.; 
Brighton, $8.50 per doz. 

EAVES TROUGH AND CONDUCTOR 
PIPE.—The demand is steady and 
prices are unchanged. 

Cleveland jobbers quote’ eaves 
trough and conductor pipe at 77 
per cent off list in crate lots de- 
livered. 

FANS.—Sales so far this season have 


been only moderate. 

Cleveland jobbers quote Polar Club 
fans, 6 in. Jr., each; 8 in. Jr., $3.20 
each; 10 in., stationary, $4.60 each; 
10 in. oscillating, $7 each. Prices for 
dozen lots are slightly lower. 

GALVANIZED WARE.—There is a 
good demand for sprinkling cans and 
oil cans and other items are moving 
fairly well. Prices are unchanged. 

















Jobbers quote f.o.b. Cleveland: 

Sprinkling cans, 4 at., $5. 38 od a: 
6 qt., $6.65 per doz.; 8 at. 
10 at., $8. 75 per dos. 2 at. "$12, 56 
per doz.: 16 qt., a 0Z.; gal- 
vanized pails, 10 = $2.60 per doz. ; 
12 qt., $2.80 per doz.; 14 qt., $3.15 per 
doz. ; 16 qt., $3.80 per doz. 


GARDEN HOSE.—Some orders are 
still coming in, but the buying for the 
season is pretty well over. 


Cleveland jobbers quote % in. dou- 
ble braid molded hose 10c. per ft.; 
same in higher grade, llc. per ft. 


GLASS BAKING WARE.—This is very 
dull at present. 


Jobbers quote f.o.b. Cleveland: 

Casseroles, round or oval, 1 4qt., 
$1.17; 2 “a $1.33; 2% qt., $1.66; 
square, $1.50; casseroles with fancy 
covers, 35c. higher. 

Pie Plates, 8 in., 50¢c.; 9 in., 60c.; 


7c. 
ne Pans, No. 212, 60c.; No. 214, 


a Utility Dishes, No. 231, 67c.; No. 
232, $1.17. 
Tea Pots, 2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 
GAME TRAPS.—Orders for these for 
fall shipment are very scarce. 


Jobbers quote f.o.b. Cleveland: 
Victor 7 traps, No. 0, +. 10 per 
1 


doz.; No. $1. sre ber doz. : 0. 

$2. 44 per din $3. 36 per doz.: 
Oneida jump a. “od see 1.59 per 
doz.; No. 1, $1.8 o— a, No. 1%, 


$2.83 per doz.; No. 2, $4.38 per doz. 
HANDLES.—Jobbers are getting a 
fair volume of pick-up orders, although 
the spring business is pretty well over. 


Jobbers quote f.o.b. Cleveland: 

Axe Handles.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.: 
special white second growth hickory, 
No. 7, 90c. per doz.; finest growth 
$5 per doz. 

Hatchet and Hammer Handies.— 
No. 7, 90c. per doz.; finest growth 
hickory, $1.50. 

Hay Fork Handles. — Straight, 
chucked ox pense, XX, 4% ft., $3.75 


per doz.; $4.50 “¢ Naat bent, 
414 ft., $4. 15. sie —: $5. 10 per 
doz. ; x bent, 4 = $2. 90 per doz.; 


5 ft., $3.20 per e.. 

Manure Fork Handles. a ro a 
4 ft., $3.90 per doz.; “oh oe Oe 35 per 
doz.;: X, bent, 4 ft. 80 per doz.; 
4% ft., $2.90 per doz. 

Garden Hoe oe —XX, 4% ft. 
= 30 per doz.; No. 1, 4% ft., $1. 50 per 

OZ. 

Garden Rake Handies.—XxX, 6 ft., 
$6.25 per doz.; No. 1, $2.65 per doz. 

Shovel Handles.—Regular pattern 
XX, 4% ft., $5.90 per doz.; X, 4% ft., 
, city per doz.; D handle, $5.60 per 


OZ. 
P Spade Handles.—X grade, $5.40 per 
OZ. 


HOSE REELS.—The demand for these 
is holding up well. 
Cleveland dealers quote Donléy No. 


2 hose reels at $1.75 each: Reelezvy, 
$15.85 per doz. 


ICE CREAM FREEZERS.—Sales con- 
tinue fairly heavy. Stocks are good. 
Jobbers quote f.o.b. Cleveland: 
Lightning gee 2 "| at., $2.10; 2 
qt., $2.50; 3 qt., $2.95; 4 qt., $3.60; 6 
he $4.50; 8 ~ 4 $5.85; 12 qt, $9.45; 


2 qt., $2. 80; f = $3.35; qt., $4.10; 
6 qt., $5.20; , $6. 75; 2 Dy $10.75. 
Auto nh hci. 2 at., $4; 3 
qt., $5.33; 4 qt., $6.66. 

Acme freezers, bright galvanized, 
$8 per doz. 


NAILS AND WIRE.—Most retailers 
are buying only for current needs and 


Reading matter continued on page 74 
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She does not dream of 


SCOURING POTS and PANS 


The June bride pictures her kitchen as 
snowy white. Tell her about Vollrath Ware! 


In every one of us, no matter how hard- 
boiled we sometimes think we are, there 
is a little streak of romance. 


We have a secret feeling that nothing is 
too good for us or for those we call our 
own. That feeling is especially evident 
now, for it’s June! 

It is that feeling that makes nearly every- 
one prefer quality goods to those bought 
on price alone. Who would think of giving 
a June bride pots and pans that she would 
have to scrape and scour to clean? 

Wise dealers—those who know human 
nature —are quick to take advantage of the 
desire in everyone to own only the best 
things. 

In their house furnishings section they 
feature Vollrath Ware. ‘They make a frank 


bid for the patronage of the quality market 
in their communities. 


Prospective June brides and those who 
give them “‘showers’’ know where these 
stores are. Theyknowthatnoitem selected 
from the Vollrath line can help but please 
the girl whose head is, for the time, in the 
clouds. For beauty, utility and drudgery- 
saving appeal to every bride. 


And these dealers find that married cou- 
ples who have “‘settled down” consider 
quality in enameled kitchen ware practical, 
too. They keep coming back for more. 


Several thousand stores are using the 
Vollrath Selling Planto get customers into 
the stores and to keep them coming back. 
Ask the Vollrath salesman to explain that 
plan to you, or write us for full information. 


THE VOLLRATH COMPANY, Sheboygan, Wisconsin 


Established 1874 
See the Vollrath advertisement in Good Housekeeping— June 
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32 Donley screen door guards at 34 


the volume of sales is only moderate. | PREPARED ROOFING.—Asphalt roof- a > | door gu: 
Prices are unchanged. ing is moving in good volume. Prices | SCREEN. Ene Ae wanes 
4 4 4 ” eae 


Jobbers quote nails at 2.75 per | are unchanged. . . . 
keg per car lots and mill shipment ' , Jobbers are doing good business in 
and $2.90 per keg for less than car Cleverand jobbers quote siate sur- | ind b | iler ; F 
we = _ 7 . face roofing at $2.10 per roll; common window screens, ut retailers report 

7 grade smooth surface roofing at $1.25 that neither screen doors nor windows 


| 
. ob ‘TS ’ as ( ws . “ | 
jobbers = quote follows from | per roll: high grade smooth roofing at 
| have begun to move very well. 
i 
| 


sToc cS: | ' ~~ . $1.60 per roll. 
Sg Ag Pg FF ROPE.—Sales are fair for this season | STOVE ACCESSORIES.—Early orders 
for stove pipe and elbows are in and 


keg; No. 9 galvanized wire, $3.45 per 
- of the year. Prices are unchanged. | ’ 
these items are rather quiet at present. 


100 Ib.; No. 9 annealed wire, per 
100 Ib.; cement coated nails, $2.40 per 
Cleveland jobbers quote best grade 


100 Ib.; polished fence staples, $3.70 
per 100 Ib.; galvanized fence staples, of manila rope at 25'%c. per Ib. for Jobbers quote f.o.b. factory: Stove 
$3.95 per 100 Ib.; miscellaneous nails factory shipment and 26c. per Ib. for pipe in erates of 25 lengths, Security 
and wire brads, 70 and 10 per cent off stock shipment. Sisal rope 151¢c. per blued 28 gage, 3-in., $2.85; 4-in., $5; 

list lb. factory and Il6c. for shipment 5-in., $3.46: 7-in., $4.05. 
Barbed Wire.—S0 rod spools, Ly- from stock. Elbows, Security blued corrugated 
man, 4 point cattle wire, $3.25: same is be . 4 | 28 gage, 3 in., $1.02; 4 in., 1.14; 5 
RANGE BOILERS.—Prices have again | jn "3]"55.°5 in’, $138. 7 inn $88: all 





hoe wire. $5.50; American special hog é 
wire, $2.50. been reduced, this being the second 


POULTRY NETTING AND WIRE | reduction in a few weeks. 


per dozen. 
Stove boards in full box lots, paper 
lined, square, 26 in., $7.35 per doz.:; 








CLOTH.—Wire cloth is still moving | Jobbers quote f.o.b. Cleveland, 30- | ae in., $8.30; 30 in, $9.70; 32 in., 
‘e ccnlarly oalvanize ater] gal. standard range boilers, welded, 11.45; same, wood lined, 24. in., 
well, partic ularly galvanize d material. $6.25 each; riveted, $6.50 each; 30-gal. | $11.20 per doz.; 26 in., $13.25; 28 in., 
Poultry netting Is quiet. extra heavy welded, $7.25 each: riv- | $15.50; 30 in., $18, and 33 in., $21.30: 
i ital . eted, $7.50 each. | oblong, wood lined, 18 x 24 in., $9.95 
Cleveland = jobbers quote = poultry le . per doz.; 18 x 30 in., $12.50; 20 x 30 
netting at 50 and 7% per cent off list; | SLEDS.—Not many orders have been | jn, $15.10; 24 x 26 in., $16.65; oblong 
galvanized be fore weaving, 2 and 10 booked as yet for fall shipment. | paper lined, 18 x 24 in., $6.45; 18 x 30 
Rae Fie Dar Cont os Et; wae cee, ; | inm., $8; 20 x 30 in., $9.45; 24 x 36 in., 
black, $1 No per 10 sq. ft: galva- Cleveland jobbers quote sleds as $10.10. 
nized, $2.05 to $2.10 per 100 sq. ft. | follows: Flexible Flyers, 331, per cent | Coal hods, galvanized, 17-in., $4.75 
> T , sT' Pp Tal = new | off list f.o.b. Cleveland and 35 per wr doz.. for open models: 1S8-in.. 
POULTRY SUPPLIES. Sales : have cent off list f.o.b. factory. Lightning ts 30 per doz. : ie closed with 
tapered off, as the season s buying 18 (;uider, 32-in., $12.50 per doz. : 34-in., | funnel $6 per doz. 
, , , | $14.25 per doz.; 36-in., $16.35 per doz.: . - ‘ : 
nearly over. | 40-in., $18.40 per doz: 45-in., $2225 | WIRE CHAIN PRODUCTS.—Follow- 
ee tnt eg _— * follows: | per doz.; 58-in., $26.15 per doz. ing a recent price advance by the Chain 
vermic fountains, 2 gal., $1S.40 per ~ — ew i ° “ei 
ia: 6 ot. Oh oer ae: & onl. STEEL SHEETS.—Galvanized sheets | Products Co., jobbers have made simi- 
$25.50; Feed troughs, Delphos, Ne. 12, | are in good demand. Mill prices are lar advances on weldless wire chains. 
S1.60 per doz: No. 8. $2 er ozen: ° ° ° 
No. 24. $2.50 per doz.: Delphos Celin. | Weak and jobbers’ prices are slightly |The advance was 15 per cent on hot 
drical feed troughs, $8 per a All | lower. galvanized chains and 12% per cent on 
tound drinking fountains, $4.40 Yr : E : ; : : . ; 
oe.; Mason fer fountains, Star type We quote from jobbers’ stocks bright wire halter and tieout chains. 
without jar, SOc. per doz.; 1 «qt., bot- | f.o.b. Cleveland, galvanized sheets, WEATHER STRIPPING.—This is 


tom fill, $2.50 per doz. 2 at., $2.15 28-gage, $5 per 100-1b. 
per doz; 4 at., $3.09 per «doz: Lee | SHOVELS.—The demand is steady and 


bands, American size, $3.10 per thou- . 
sand; aluminum leg bands, $3) per prices are unchanged. 


| ° ° 

'-moving well since the recent announce- 

ment of prices for the season. 
Cleveland jobbers quote weather 


thousand; Mediterranean, $2.85 per Jobbers quote shovels f.o.b. Cleve- : ; 

thousand. | land: No. 2 fourth grade $10 per doz. Stripping as ‘follows: ose «(0...1 
PIPE FITTINGS.—A price advance of | __ in full bundles; No. 2 third grade $12 protector, Nos. 338 and 262, i 
- per doz.; solid shank shovels, Svca- felt edge, metal bound, $2.20 per 100- 
i% per cent has been made on cast and more, $12 per doz.; Ruf-nek, $14.15 ft.; Nos. 536 and 542, %-in., $3 per 
malleable iron pipe fittings. | per doz | La Sg pwd eae ber a ae 


(Jeveland jobbers quote cast iron SCREEN DOOR GU ARDS.—These are $4 per 100-ft.; Home Comfort, D00 ft. 
fittings at 32 and 10 per cent discount +3 . ant? : with reel, $4.85 per 100-ft. ; _ Same 
and malleable fittings at plus 11 less still an active item. white, $6.50 per 100-ft.: Nero, 500 ft. 
10 per cent Cleveland jobbers quote No. 2S and reels with stand, $3.85 per 100-ft. 





ais Silver Finic | recently placed on the market a Fancy | six inches, both types, right and left 
Satin Silver Finish Cookie Former and Pastry Decorator, | hand. A _ special feature claimed for 
House Number this new grinder is that the mower 








A recent addition to the Premax line | ghd. \ TT. «2 
of house numbers and letters, manufac- | , | ht. a To 
tured by the Niagara Metal Stamping | | +" | ee, 
Co., Niagara Falls, N. Y., is a satin os | 4 
silver finish figure in a glossy jet black Ar 

: ——— < 4 Las ae 
panel, as illustrated herewith. | __ a ee = 





made of heavy aluminum tubing and 
with unbreakable parts. 

To use this new device it is only 
necessary to place the shape of the die 
desired for the cookies in the bottom of 
the cylinder and fill with dough. 

The plunger forces the dough through 
the form with a continuous line of 
fancy shaped dough; cut into short 
| pieces and form into any desired shape. 





These figures are packed fifty in an 
attractive carton or counter display 
box. The numbers are clearly stamped 


from polished brass or aluminum, good | ———— 
looking, easily read and long lasting. 
ee , . New Dual Luther Mower _ knives can be ground without drawing 
—" the temper of or burning the knives. 
Grinder All knives on the reel will be ground 


Klein’s Cookie Former the same bevel across their entire 
_ The Luther Grinder Mfg. Co., Mil- length. Any desired bevel can be 
Designed for household use the | waukee, Wis., has recently brought out | ground. 
Charles H. Klein Specialty Co., manu- | and is now marketing a No. 347 Per- The shearing plate can be ground 
facturer of household specialties, 401 fection Lawn Mower Grinder, designed also; this work is done on the grinding 
St. Pauls Ave., Jersey City, N. J., has to sharpen lawn mowers up to twenty- wheel mounted on the motor shaft. 


Reading matter continued on page 76 
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SCREEN FACTS: 
NO. 9—RESILIENCY 
Take a small piece of LIBERTY 


Golden Bronze Wire Screen Cloth 
and bend it well past the 90 degree 
angle. Kelease one end—the screen 
cloth springs back into perfect align- 
ment. The same experiment tried with 
copper screen cloth will put a notice- 
able bend in the cloth. LIBERTY pos- 
sesses nearly perfect RESILIENCY. 
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The Hardest Fight 
—at the Shore 


pee air and wire screen cloth don't get 
along well together-—usually. Most of 
the contests between these old enemies find the 
wire cloth coming off second best. 


But hardware dealers who handle LIBERTY 
Golden Bronze Wire Screen Cloth get better 
reports from the front. 

LIBERTY is strong, flexible and .durable. 
It combines the advantages of iron and cop- 
per without the defects of either. Conse- 
quently, it resists the corrosive attacks of damp 
or salty air and will give many times more 
wear than inferior grades of wire screen cloth. 


LIBERTY 
NEW YORK WIRE CLOTH CO 


Manufacturers of golden bronze. copper. 
zinc-coated and black enameled screen cloth 
342 MADISON AVE. NEW YORK _ Works -York.Pa. 


is worth the trifle more it costs. 
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Executive Committee of N. P.O. & V. A. Puts 


Finishing Touches on Save the Surface Home 


HE highest priced crowd of journeymen painters 

ever gathered on one job put the finishing touches 
on the Save the Surface Home, the story and a half 
house which the entire paint and varnish industry is 
erecting, decorating and furnishing under the auspices 
of the Philadelphia Paint, Oil and Varnish Club. The 
event took place June 2, at the Sesqui-Centennial Ex- 
position, Philadelphia, when dedication ceremonies 
were held. 

In overalls, jumpers and caps, these master painters 
included, R. B. Robinette of Cleveland, president of the 
N. P. O. & V. A.; J. Sibley Felton of Philadelphia, 
president of the Paint Manufacturers’ Association of 
the United States; A. D. Graves of Buffalo, president 
of the National Varnish Manufacturers’ Association; 
S. R. Matlack of Philadelphia, president of the Phila- 
delphia Paint, Oil and Varnish Club; Ernest T. Trigg, 





~~ 


D. W. Figgis, R. Fee Johnston, W. P. Allen and George 
V. Horgan, members of the Executive Committee of 
the N. P. O. & V. A. This committee held its regular 
meeting in Philadelphia in order that its members 
and guests might attend the ceremonies. 

Assisting the painters were five pretty apprentices 
from the “Queen High’ company, a musical comedy 
playing in Philadelphia. 

In spite of the fact that a marathon race was in 
progress in the stadium at the Sesqui; that a conven- 
tion of 250,000 shriners was going on, and that the 
crown prince of Sweden was dedicating the Swedish 
Block House, the newspaper men and news photog- 
raphers turned out in numbers to make a permanent 
written and pictorial record of the occasion. 

The house is of Colonial design and planned to ap- 
peal to people of modest income. 





Seasonal Displays 


AINT and varnish lend themselves particularly well 

to seasonable displays, because of the varying condi- 
tions that must be met in order to produce a good paint 
job. Also, because of the general ignorance of the public 
as to the proper conditions for painting, the dealer has 
an excellent opportunity to do a good piece of advertising 
as well as to render a real service to his paint customers, 
by pointing out the fallacies and superstitions which the 
home owner may have in regard to these matters. 


of Paint and Varnish 


Summer is the season which affords ideal conditions 
for all outside painting. This includes not only house 
painting but such structures as garages and garden fur- 
niture. In merchandising outside house paints, all of ‘the 
different types should be borne in mind and displayed, 
such as shingle stains, paints for down-spouts, etc. 

Seasonable displays of paint and varnish are among 
the greatest aids the dealer has in forming new contacts 
and keeping old customers. 
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Nothing Is Lacking in 











Kitchenkook is unsurpassed for 
fine baking. Its speed is truly 
remarkable and the fire is always 
under instant and full control. 
The flame cannot ‘‘creep up’’. 
In range and uniformity of heat 
it is not excelled even by gas. 





J; . 
he SAFETY 
~ IEST 














This safety test illustration 
demonstrates the safety of the 
Kitchenkook. It is a reproduction 
of a photograph made with the 
stove burning. 


the Kitchenkook Range 


Just as Kitchenkook has set a new standard for cooking speed so this new white porce- 
lain Kitchenkook Range has set a new standard in fine liquid fuel stove construction. 
Built just like the finest gas range it has every desirable feature of gas; a large, double 
wall, built in oven that bakes quickly and perfectly, four top burners and broiler, all 
operated from one master burner. 

Engineering tests show that it produces the fastest known cooking fire, faster even than 
gas at an astonishingly low fuel cost. 

Kitchenkook brings a real opportunity to progressive dealers. A demonstration sells 
it for no prospective stove buyer can forget a Kitchenkook demonstration. National 
advertising, more than 25,000,000 announcements in leading farm and small town maga- 
zines are telling your customers about this better, modern cook stove. Are you ready 
to supply them? 

Details of our exclusive dealer-agency proposition and name of nearest distributer sent 
on request. Write nearest office. 


American Gas Machine Company, Inc. 
Albert Lea, Minn. New York, N. Y. 











ALBERT LEA 


KITCHEN KOOK 


THE IDEAL COOK STOVE 
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Every 


Home-Dweller 


a Prospect 


























Every man who owns a screen 
door is a prospect for a Rose Screen 
Door Check. 

The old spring means constant 
slamming. For $2.00 he buys quiet 
and contentment. You have a 
screen door yourself and know 
what we mean. 

Its first year the Rose stepped 
into great prominence as a profit 
maker for dealers. There is oppor- 
tunity here for you. 

Ask your jobber, or write us for 
details. 


Frank Rose Mfg. Co. 


Hastings, Nebr. 


ROSE 


SCREEN DOOR 





CHECK 


A Bawling Out 


QO you remember when you were a little fellow 
I) in school and the teacher made you walk 
right out in front of the class and receive your pun- 
-ishment? And do you remember how sorry you felt 


| 
| 
| 


"| even for the “other feller’ when he received the same 


_treatment? The system was wrong somewhere, but 
we had no means of remedying it. These same tactics 
are used by some employers even now since we have 
grown up, but still the system seems wrong—in fact, 
| it is wrong. I am sure that in either case a little talk 
'in private, now and then, would do more good than a 
public bawling out. 

_ I was in a store the other day and I was just in time 
to hear one of the clerks being given a real old-fash- 
_ioned bawling out for having made an error of 10c. 
on one of his saleslips. There were other customers in 
the store and I feel certain that the clerk did not 
learn anything from his mistake, although he must 
have added to his vocabulary. The language used by 
| the employer made me sorry for the clerk, just as I 
_used to be sorry for the other fellow at school. In 
addition to that feeling, however, I felt ashamed for 
| the employer as well as angry with him. Even though 
it were true that. the clerk had made an error of 10c., 


I am sure that the employer’s error will amount to 
more than the clerk’s. 


As a rule, people do not trade where they do not 


like the boss or the employees, and I know that this 
store lost at least one customer because of this inci- 
dent, and judging from the facial expressions of the 
other customers present, I feel certain it lost more. 
' But even though it lost the store no customers, it is 
_wrong. It leaves a bad taste in the customers’ mouths 
_and the clerk does not profit nor learn. When we are 
reminded of our errors in private, it is usually a 
lesson and we do not forget it. W. D. M. 





Today Is the Day 


can’t go back into the past or jump forward into 


| ODAY is the only day for securing orders. You 
| : 


the future. 


Today is the day! 
But while you have only Today in which to secure 
actual orders, you have many tomorrows that can be 


utilized profitably in laying the foundation for orders 


which you are going to secure when you reach Today 
on the calendar a month or a year from now. 

By studying merchandise and markets, as Today 
slips into yesterday you are a better salesman, equipped 
with a wider range of vital knowledge. Facts you have 
picked up about your customers and prospects, if clas- 
sified and filed, may become extremely valuable to- 
morrow. 

Personal development always brings its reward. The 
salesman of yesterday who is a salesman-merchandiser 
Today, is rendering greater service and receiving more 
liberal compensation as a result of his effort. 

Rendering service Today, based on the knowledge 
acquired in the yesterdays, provides the best assurance 
of satisfactory progress in the tomorrows.—Allith 


| Bulletin. 
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Vacations 


ACATION time is here once more. “Hurrah!” 

say some of us. “Darn!” say others. Which 

way you look upon vacations depends upon your po- | 
sition in business. The average workman or sales- | 
man looks ahead with great anticipation to his vaca- | 
tion, while the boss sees it as a time when he must | 
operate with reduced personnel. | 
Although half the joy of a vacation is in the weeks | 
beforehand spent in thinking of the fun we will have, 
we usually manage to have a pretty good time and to 
put about a month’s play into two weeks. Too often) 
the business man or the man of responsibility, on va- | 
cation, does not get the rest to which he is entitled. 
He actually has no vacation at all. | 





He can not leave, 
his business and its responsibilities behind, so he takes | 
them along with him, with the result that he returns | 
to work just a little more tired than when he went, 
away. | 

This is not true of the average employee, however. 
When he starts on vacation, he forgets about every- | 
thing connected with his job and never thinks of it) 
again until he returns. He uses his vacation for its | 
intended purpose, i. e., for a rest from his usual voca- | 
tion; for a change. He may play harder than he usu- | 
ally works and get more tired, but he has the required | 


change of surroundings and returns to his work ac- | 


tually refreshed and ready for another year of hard | 


work. 7 

It is usually easier to give advice than to take it, | | 
but I would like to suggest to every man who has the | 
habit of taking his business worries with him on va- | 
cation that he try this year to forget about everything | 
connected with business, and go away somewhere and | 
play; and play so hard that he will just have to forget | 
business; get so tired that at night he will have no | 
chance to think of anything except going to bed. If. 
he will get really tired, he will probably return to 
work all tired out physically, but his mind will have 
had a rest, his brain will be much clearer, and he will 
feel much more like the average employee who returns 
to work, tired, but happy. 











| 

| 

° ‘ 
International Broadcasting | 
} 
International broadcasting will soon be a reality, and | 

it will pay to keep in touch with the scientific experi- | 
ments now being made in this direction in order that | 
vou can cash in on it when it comes. Suitable window | 
and interior displays emphasizing the international | 


aspect of radio will mean many additional sales. 


Experiments already have demonstrated the feas- | 


ibility of 
relays, and it is only a question of time when it will 


international broadcasting, by means of | 


be an everyday occurrence. 
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Send for Free Sample— 


Put It on Display— 








Let the Sample be 
Your Salesman 


A free sample of GF Steel 
Bridging prominently 
shown in your display win- 
dow will switch a lot of 
builders to a product you 
can stock and handle with 
profit. Its advantages sell 
it. Send for the sample now. 


Use the Coupon 


THE GENERAL FIREPROOFING 
BUILDING PRODUCTS 


YOUNGSTOWN, OHIO 
Branches in ~~ ae Cities, Dealers 


uple 


Other GF aie 


GF Steel Tile GF Diamond Rib 

GF Steel Joists Lath 

GF Steel Channels GF Steel Sash, 

GF Peds Basement and 

GF Key Lath Casement 

GF Self-Sentering Windows 

GF Corner Beads GF Industrial 

GF Trussit Steel Doors 

GF Expanded GF Wire Mesh 
Metal GF Concrete 

GF Herringbone Reinforcement 

GF Lintels GF Waterproofing 


GF Road Forms Compounds 


Gu plex ING 


BRID¢ 





Above illustra- 
tion shows GF 
Steel Bridging 
with stiffening 
ribs for rigidity. 





tion on GF Duplex Steel Bridging. 
Name 


THE GENERAL FIREPROOFING 
BUILDING PRODUCTS 
YOUNGSTOWN, OHIO, U. S. A. 


Please send me free sample and full informa- 





Address 
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WOOD SCREWS 


AIL. 


Eagle Wood Screws 
measure up to the same 
high standard that has 
made the Eagle name 
famous on Padlocks, 


— con 
oe een) 
Germ Cabinet Locks, Night amg 
maul -coee 
pamenen <ooentn 





Latches, etc. 


Accurately Cut Threads 
Uniform Heads 
Clean Slots 





The Eagle Quality Line 


Night Latches Front Door Sets 
Cabinet Locks Store Door Sets 
Trunk Locks Padlocks 


Wood Screws 


Eagle Lock Co. 


General Sales Office 
26 Warren St., New York  acewee eaveen 





ACS eve Oar Orr 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 

114 Bedford St., Boston, Mass. 

Works at Terryville, Connecticut 





| 


| 
| 
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MAN working in a hardware store has accom- 
plished a pretty good sized job when he has 
learned and knows his own stock, but his accom- 

plishment should not end there. He should have some 
knowledge as to the brands and lines that his competi- 
tor is selling. He should not use that knowledge for 
knocking his competitor, but rather as a service to his 
customers who, from time to time, require articles 
which he does not stock. 

A few days ago, my wife went into a dry goods 
store looking for a certain kind of wool blankets to 
be given as a wedding present. The young lady who 
waited on her said that they did not stock that particu- 
lar kind of blankets and that they could not be pur- 
chased in the city. Yet, my wife bought one of them 
not six months previous in another store and while 
she was telling the young lady so, a second clerk came 
along and said that she also had one and that she got 
hers at Blanks. 

If that first saleslady had but known something of 
her competitor’s stocks she could have rendered my 
wife a service by directing her to Blanks, but instead 
she aroused a bit of anger in her mind and probably 
she will trade elsewhere in the future. | 

If a customer asks for an article which we usually 
stock but are out of for the time being, it is often 
better to try to hold them over until the goods come 
in, if possible, but when they ask for something that 
we never stock, I consider it a real service when we 
can direct them to where they can purchase it. 


My Florida Dog Racing 
Experience 


(Continued from page 32) 


Knowing Competitor's Stock 








had nothing on the little black beauty who came in 
first. 

With the races over there was a mad rush to get 
away. Motors honked and people dodged in every 
direction. We located our cars and after a little 
manoeuvering lined out on the return trip. 

It was sport, yes, but there are other sides to it. 
There were rumors of heavy betting by young men 
who couldn’t afford to gamble—of others whose minds 
were too much taken up with nightly visits to the dog 
tracks to allow much time for work. Be that as it 
may, our trip to the velodrome was well worth while. 
It gave us a thrill and chance to study human nature 
and animal speed. 

I felt like the country kid who had just seen his 
first circus. They tell me the dog race craze is headed 
north—that soon there will be canine contests in all 
the big cities—that dog racing will compete with base- 
ball for popular favor. Perhaps so, but I doubt it. A 
dog race is all right as a novelty, but as a regular 
thing, I prefer to see Walter Johnson shooting a fast 
curve over home plate or Babe Ruth socking ’em over 
the bleachers. As the philosopher remarked—every 
one to his taste—and my weakness is not dogs. 

Llew S. Soule, 
The Man Behind the Counter. 
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Adventures in the Hardware 
Business 


(Continued from page 38) 





profit on every penny spent in the News. 

I went home that night, wrote a hardware ad and 
took it down to the News, paying for it myself. It 
had all the wallop I could give it and I ordered the 
blackest and biggest of type. Listed 20 articles of a 
varied kind on which we could afford to take a cut to 
get a turnover and I went to bed with visions of 
Grimes jumping into the river at first edition time. 

The first edition sent 50 eager buyers to our coun- 
ters and the old man was startled, when some of them 
carried the clipped ad with them; now Grimes realized 
what had been done. 

“You idiot!” he screamed, “do you know that this 
is a respectable business? What will my old trade 
think of me running a hand-me-down business like 
this? I’m through, Bub; get out!” 

Remonstrance proved unavailing. He meant busi- 
ness, wouldn’t talk further and I walked out into the 
street jobless as he rushed here and there trying to 
satisfy the buyers that my ad had brought in. 

“Still,” said Jimmy, an hour later, “the scheme was 
a good one.” 

“It did the work,” I replied, “there’s crowds of buy- 
ers.” 

“Never mind,” said Jimmy, “T’ll get you a job at 
Dozier’s or Callahan’s. They are progressive, Bub.” 

But this didn’t appeal to me. I strolled toward 
Grimes and peered through the window. The old man 
was being mobbed with customers eager to buy. I can 
see his red face now, under the shaggy, white hair, 
excitement there, mad as a hornet trying to handle 
ten people at a time. The boy was helping as best 
he could but that wasn’t much; my heart went out to 
the old man then. 

A week later Jimmy gave me the sad news that 
Grimes was about to be declared a bankrupt. I went 
straight to the biggest creditors, including Jimmy’s 
house and told them the facts. I sold them on my 
ability to see the thing through if free from Grimes’ 
interference. I then borrowed $4.500 cash from an 
uncle of mine who had faith in me. 

On the following Monday morning I appeared at the 
Grimes’ store and found the old man busily sorting 
out papers of thirty years. He gave me an under- 
standing nasty look, but I felt it best to keep my mouth 
shut and get to work. He soon left bag and baggage 
and I took charge in my own name—on probation. 

I resumed the advertising in The News at once. 
The stock was reduced, but new stuff was more in 
harmony with modern needs—the stuff we had turned 
down customers for over a long period. I increased 
displays, used every selling gag I could devise and 
stayed in the store 20 hours at a stretch. I drew next 
to nothing from the business, lived on my slender 
savings and as the day’s went on, “Joseph Grimes, 
Hardware” gave place to “The Grimes Central Hard- 
ware Company,” and I increased the sales volume over 
65 per cent. 
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ITS ALL IN 
THE FLAKES 


DIXON 


GRAPHITE 
PRODUCTS 


| tor Factorses-Mills-Mines 


| and Construction Operations 


et y 


Mill Supply Display 


NEW 





DIXON DISPLAYS 


Send for Them! 


Increase your sales by obtaining these displays 


and featuring 


Dixon’s Graphite Products 


in Store and Window 


The value of graphite as a lubricant is well 
known and the name DIXON has been identified 


with graphite for 98 years. 


Cut down sales resistance by stocking and fea- 


turing this ‘““consumer-accepted”’ line. 


Write for these free displays today and let 


them work for you. 


Joseph Dixon Crucible Company 


Dept. 40-KP, Jersey City, N. J. 


Established 1827 


XONE 


ar é 
Automobil 'S 2. 


- 


Auto Lubricant Display 


NQ 677 


inmsmissions | 
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New Heavy-Duty Socket Wrench Set 


The MILLER No. 15 set contains 7 sockets and 2 
extension bars (one bar for work in tight places), also 
sliding T handle. 

Sockets are high-grade carbon steel hardened perfectly 
and guaranteed against any defects. Both sockets and 
extension bars are oversize in diameter to insure super- 
strength. 

Each set furnished in attractive and convenient 
leatherette roll. Liberal profit. 


Write for Discounts. 
MILLER TOOL & MFG. CO. 
DETROIT MICH. 


Eastern Representatives: James A. Gaffney Co., 35 WarrenSt., New York, N. Y. 
Western Representatives: Alden Glaze & Co., 143 SecondSt., San Francisco, Cal. 











Craffco Push Pins 


\ popular number that is find- 


Graffco Picture Hangers 


Three sizes, holding up to 100 


pounds in weight—-are incon ing new uses every day. Crys- 
tal glass head—tool tempered 
spicuous in use can not mat 
1 : . 7 steel point of needle sharpness 
Wc or Woo OT lle S ati- 7 
. he wore ao an extra large dome flange 
justable but can not fall out that gives exceptional strength. 
An item that sells on sight— Display case and samples —_ 


and yields a good profit. Pr REE. 


Our new, complete catalog mailed on request. 


GRAFF-UNDERWOOD GOMPANY 


20 Beacon St., Somerville, Boston 42, Mass. 














MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 
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It looked now like Grimes was a going concern.— 
With the gradual development of my idea, cut short 
by Grimes himself, I began to pay off obligations. The 
business was there; it was merely a matter of accept- 
ing it on the basis of the customers’ wants. Good 
management and above all, progressive merchandising 
only was needed. I had proved that at least. Now 
and then Jimmy Lee popped in. 

“Well, Bub,” he would say, “‘taking a cigar from my 
pocket, look’s like you know your groceries!” 

“Looks that way,” I would say. ‘‘Here’s an audit— 
on an adding machine! Look ’er over. I knew I was 
right.” 

“Where’s old Grimes?” asked Jimmy. 

“Not a sign of him,” I replied, “but I’ll look him 
up soon. I’m going to get him back in the business. 
That’s the only square thing to do Jimmy. I owe it 
to him.” 

“How about the dignity of the business?” laughed 
Jimmy. 

“Anybody can have dignity in a store like this. I'll 
have new, modern fixtures within six weeks. Stock 
will be in apple pie order.” 

“Well,” said Jimmy, “I'll tell you where Grimes is. 
He’s clerking out in Sampson’s store in Elmwood! 
One of his old cronies.” 

I began to wonder if Grimes, after all, would ever 
be able to stand the crowds we began to get now on 
Saturday mornings. And to sell the lines that we 
‘arried now, from percolators to phonographs, from 
key chains to baby carriages! 


(To be continued) 


Links in the Chain of Success 
That Are Forged Especially 
tor You 


PPORTUNITY or, as they are more familiarly 
Q known, want ads, should be read by everybody. 
They furnish a knowledge of national and local busi- 
ness and home conditions to be obtained in no other 
way. The trend of the times is better indicated by 
the “want” columns of trade magazines and news- 
papers than by any other section. To know what peo- 
ple want is to also know what you, as well as they, are 
apt to receive under changing conditions of life and 
living. Want ads are actually “trade” editorials into 
which are compressed and condensed the vital needs 
and necessities of business and daily home administra- 
tion. They are the true barometers of prosperity and 
form the connecting link between maker and market, 
buyer and seller, employer and employee, owner and 
purchaser, landlord and tenant, and their frequent 
perusal and use very often spells the difference be- 
tween failure and success. When you want anything, 
read the Opportunity Ads. When you have something 
you don’t want, insert one for the other fellow to read. 
At any rate—read ’em whether you want or not. 


They’re an education in themselves. 
William Ludlum. 
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Vacation Business 

_; ACATION time is near at hand and we are all 
\ looking forward to good times and a rest from 
business, but while some people are having vacations, 
others are working. During the vacation period, I 
believe that the hardware merchants in the vacation 
zones should endeavor to get some of the business that 
the vacationists are going to be doing. 


There will be fishermen who will forget certain — 


tackle, there will be campers who will forget some 
cooking utensil or who will discover new requirements. 
There will be all-summer campers who will need paints, 
nails, hinges, and other repair hardware. There will 
be tourists who will need tires and other auto acces- 
sories; there will be radio fans who will want new 
batteries and tubes; in fact every vacationist will be 
a prospective customer for hardware of some sort. 

Most vacationists from the city like to go into a 
country hardware store and just look around. They 
see something old-fashioned or something that seems 
to them ridiculous and have many a hearty laugh over 
that quaint country store, but if the country hardware 
merchant will but arrange his store and display goods 
that these people will be likely to need, he certainly 
should realize an increase in sales over his average 
summers of sluggish indifference. 

To the window trimmer and the men behind the 
counter who are working in the hardware stores of 
“Vacation Land” and who are interested in seeing an 
increase in business, I would advise the making of 
displays and the use of salesmanship of such a nature 
as will appeal to the vacationists and bring them into 
the stores, with a resulting Jarger volume of business. 

Walter D. Meany. 





The Passing Up of Sales Opportunities 


NE of our large oil and gasoline corporations 
() recently investigated the sales practices of a 
number of large selling organizations with very in- 
teresting results. 

It was found that of 100 per cent of their collective 
potential opportunities or prospects, only 48.2 per cent 
received even a single call by salesmen. Initial sales 
resulting from the first call were received from one 
per cent of those called on. 

24.4 per cent of prospects received a second call, 
resulting in initial orders from 1.5 per cent. 

14.6 per cent received three calls with orders from 
2.5 per cent resulting. 12.7 per cent of the potential 
opportunities received a fourth call, of whom 95 per 
cent produced initial sales. 

The striking result of the study is first of all the 
fact that 51.8 per cent of the prospects were never 
called on. Another revelation is that almost 50 per 
cent of the initial orders of these companies comes as 
a result of a fourth or subsequent call. 

A thorough check-up of this sort might profitably 
be applied periodically to many of even our largest sell- 
ing organizations. The more indirect the personnel 
control usually the greater is the inclination for the 
organization as a whole to lapse into similar sales ruts. 
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MOE’S POULTRY SUPPLIES 
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This Dry Mash 
Hopper is made 
with a_ thorough 


knowledge of 
poultry raisers re- 
quirements. 


It is having a wide 
sale and wherever 
sold is a favorite 
with every owner. 
Made in five sizes. 
If not already 
handling Moe’s 
line of Poultry 
Supplies write at 
once for New Cat- 
alog and Trade- 
prices. 


MOE'S 


A wa 
LEG BAND 





Hoeft & Company, Inc. 


Manufacturers 


2305 Davis 


NORTH CHICAGO, 





Street 








ILL. 




















The Protective Feature Sells It 





h opened ft 
(an also 


latch. .\ 


Bolt cannot be 


LLCO No. )()? 
Night Latch has a Pat 
ented l-eature which 
dead-locks the 3 
Bolt and Inside 
Knob when ke 
is turned 
backwards 
forced back or lock 
rom. inside by the knob 
be used as ordinary nigh: 
ready seller. 
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Send for Catalog No. 7. 
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Knob Sets, Key Blanks, A 
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al Unsurpassed — 
Hard To Equal 
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400 N. Monticello Ave., Chicago, lil. 
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New Door Check for Light Doors 


The Oscar C. Rixson Co., for a quarter of a century manufacturer of quality 
friction hinges and door checks, 4450 Carroll Ave., Chicago, IIl., has just added 
a new item to its line, known in the trade as the Junior Double Acting Floor 


Check. 


This new check has been developed for operating the double swing serving 
door to the pantry or dining room in the moderate cost home and for light 
interior doors will give the same service as obtained with the larger floor 


checks. 











It permits the door to swing in both directions, closing it gently and 
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bringing it to rest in the center. 


When opened at right angles, the door will 


be heid there automatically until released by a slight push or if it is desirable 
that the door be self closing at all times, the “Rixson Junior” can be had with- 


out the hold open feature. 


All wearing parts are case hardened steel and are immersed in a lubricating 


liquid which also serves to check the closing speed of the door. 
action is regulated by a needle valve accessible through the floor plate. 


The checking 
The 


exposed parts are finished in a dull or bright brass or a bronze metal. 


New Manley-Friend 
Auto Washer 
The Manley Mfg. Co., York, Pa., 


manufacturer of garage equipment, is 
now marketing the Manley-Friend 








Auto Washer, the result of thirty 
years’ experience in high pressure pump 
building. 

The motor, transmission and direct 
plunger pump are all combined in one 
compact unit, with all stress self-con- 








tained and a positive arrangement of 


gears and bearings. All parts are eas- 
ily and quickly accessible. The oper- 
ator simply throws the switch and the 
hydroelectric high-pressure unit is set 
in motion. The pump draws the water 
from the supply tank and generates a 
pressure of approximately 400 pounds. 
As soon as the maximum pressure is 
reached the automatic overflow valve 
opens, allowing the water to pass back 
into the suction chamber under no 
pressure or load on the pump. 


Pennsylvania Lawn Mowers 


Described in New Catalog 


Pennsylvania Quality Lawn Mowers 
are fully illustrated and described in a 
new catalog recently issued by the 
Pennsylvania Lawn Mower’ Works, 
Inc., Philadelphia, Pa. 

The new catalog, which contains 
thirty pages, not only illustrates and de- 
scribes the company’s line of hand and 
power motors, but also features its 
lawn cleaners and grass catchers. 
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Rain King Sprinkler 


Designated to the trade as the Stand- 
ard Rain King Sprinkler, the Chicago 
Flexible Shaft Co., 5542 West Roose- 
velt Road, Chicago, Ill., has recently 
placed on the market a new lawn 
sprinkler that throws every known 
kind of a stream. 

This new lawn sprinkler can be set 


e RAIN KING »> 


to water in any sized circle from the 
largest to the smallest, or in narrow 
strips and hard to reach angles. It can 
be set to throw two different streams 
at once, a jet on trees and a mist- 
cloud on flowers or seed beds. 

Its construction features brass noz- 
zles, bronze bearings and is as simple 
and well balanced as a smooth-running 
flywheel. 








New Line of Goodell-Pratt 
Electric Drills 


The Goodell-Pratt Co., Greenfield, 
Mass., is now marketing a new stand- 
ard electric drill, as illustrated here- 
with. It is furnished in two different 
types, standard and heavy duty, with 
capacities ranging from one-quarter 
inch to five-eighths of an inch. 

The frames are smooth aluminum 
alloy castings nicely finished through- 
out. The various parts are assembled 
with screws with heads flush with the 
frame. Motors made by the leading 








‘~~ . ~~ 


manufacturers are used and are of the 
universal type, utilizing either alter- 
nating or indirect current. An efficient 
fan provides ample ventilation. 

The armature bearings are of a pat- 
ented, special high speed, self-oiling 
type, sealed against leakage. Gener- 
ated hardened steel gears with wide 
faces are used, running in bronze bear- 
ings and packed in graphited grease. 

Key operated chucks are used on all 
sizes and several types of twitches are 
available, each designed for the safety, 
and convenience of the operator. 
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IVER JOHNSON 


BICYCLES VELOCIPEDES 
JUNIORCYCLES 


Champion Single Barrel Shot Guns 
Matted Top Rib Single Barrel Shot Guns 











Ventilated Rib Single Barrel Trap Guns 
Sorew Plate Sete 
Double Barrel Hammerless Shot Guns ee . = 
“Hammer the Hammer” Revolvers The Line That Keeps Moving 
It takes steam to make the engine “Go” and it takes more than 
Send for Dealer Proposition ood materials to, keep tools moving. ; ; } 
e’ve t “Go” as well as Quality into the complete line o 
IVER JOHNSON’S ARMS & CYCLE WORKS “Threadwell” Tools. Let us send you our latest catalog. 
332 River St., Fitchburg, Mass. The THREADWELL TOOL CO., Greenfield, Mass. 
New York, 151 Chambers St.; Chicago, 108 W. Lake St.; OFFICES: 
San Francisco, 717 Market St. ; New Orleans,-La., 625 Pine ‘Bt. ; New York City, 396 Broadway Cleveland, 135 St. Clair Ave., N. E. 
Ogden, Utah, 2327 Grant Ave. Philadelphia, 899 Harrison Bldg San Francisco, 604 Mission st. 
Rochester, N. Y., 246 St. Paul” ‘Bt. Detroit, 1323 Dime Bank Bidg. 














Osborne High Grade Punches 


trade SIMPLEX mar 


Reg. U. S. Patent Office 


ROOFING NAILS 


Extra large heads have un- 








Atiial usual holding power. The heads 
Belt Punches Arch Punches Size being curved, the edges cannot 
Suet p h R vi p h curl up when driven. 
prmg suncnes pan oe es Simplex Roofing Nails have 
A varied and attractive line for the Hardware Alse: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ SOLID a ang again ged g pee “ 
8. 
eae above, tools rin please your customers, as well as our ONE They are easy to sell to anyone 
mous Round and Ova nches. . . ) 
Remember we have had ninety-nine years of successful manu- PIECE who — oe —, ne 
facturing experience, employ only skilled workmen and use the NAILS ma stoc —the pront will take 
finest quality of materials. care ol itself. 
We stand back of every tool we make. Try us. 
Write for Catalog & PIN COMPANY 
C. S. OSBORNE & CO., NEWARK, N. J. CRESCENT BRASS 
ESTABLISHED 1826 5760 Trumbull Ave. Detroit, Mich. 

















Two NECESSITIES In Every Garage 

Garage Door Bolt 
Specially designed for 
houses and fire doors. 
Locks and unlocks top 
and bottom bolt with 
one turn of handle. 








TRADE-MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX,and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awuing Line, Dumb Waiter Rope, etc. 





Holder 


Prevents accidents, broken headlights 
anc bent up fenders. Operates by 








Send for catalog and samples come an foes. 

BRAIDED CORDS +» COTTON TWINES we ese and Suthers infomation 
; j Phenix Mfg. Co 

No. 50 Holder No. 52 032 Center Street Milwaukee, Wis. 

















Yes, the No. 208 Torch BROOKS for HOOKS 
Has No Equal 


Produces extreme heat, using but 
little fuel and is, without ques- 
tion, the most durable tool ever 


made. 

WE ARE PROUD OF THE 
FACT THAT WE INVENTED 
THE DOUBLE BLUNT 
POIN i ae ype — fea- —_— 

tures this Torch and makes it so : : ; 

ah ii con Sa Mae, All Kinds of Special Wire Goods Made to Order 
Tools. Ask for circular, it’s free. Ask for Prices on anything in thia line. 


Jobbers supply at factory price. M. S. BROOKS and SONS 
No. 208 Torch. Clayton & Lambert Mfg. Co. i? a ris 


Ask for latest price. 6275 Beaubien St., Detroit, Mich. 
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sockets of com- 
monly used sizes 
and L Type Hex. 
Steel handle im 
handy hinged metal 
container. 





\o. 3 Set Six 


NONE BETTER. 


@y @No.3 Socket Set 
It’s Socket Wrench Time! 


As the days lengthen and the sun strengthens, John Smiths and 
3111 Joneses by the thousands begin to fuss around their cars. 





And the first thing they need is a socket wrench set like the 
No. 3 shown. Six sockets that fit most of the nuts and a handle 
that is steel all through. It’s ‘““The Set That Sets the Nut.” 


Are you ready to sell the Smiths and Joneses the greatest seller 
in socket sets ? 

()rder a carton of ten from your Jobber and insist on getting the 
NONE BETTER. If he cannot sell you, we can. 


Send for catalog, ete. 


The New Britain Machine Co. 
198 Chestnut Street 
New Britain Connecticut 
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PATENTED i 
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ROLLING 


MOTION 
COG GEAR 


PATENTED 


OUTSTANDING FEATURES 


a. PUMP 
iJ CONSTRUCTION 


Year after year, new pumps appear. Some survive for a 
time others quickly disappear never to be heard of again. They 


may carry a better rffargin of profit as an introductory induce- 
ment but later on this profit melts away when breakage occurs 


and repairs or parts are difficult to obtain. 


Not so with Myers Well, House and Cistern Pumps. Standardized 
products—designed and built for permanency—tried and proven before 
introduction—they have a sales value for the dealer who distributes 
them which carries a three-fold profit—satisfied customers—ample mar- 
gins—an opportunity to obtain repair parts quickly when necessary. 


And besides Myers Pumps have many features of merit which sim- 
plify installation, reduce pumping labor, increase the volume of water 
and lengthen the span of service... Two outstanding examples are the 
famous patented Myers Non- Corrosive Glass Valve Seat and the pat- 
ented Myers Easy Operating Rolling Motion Cog Gear Head. Not 
merely talking points these but improvements that have stood the test 
of time and are as popular and successful now as when first brought 


out. 
Other features of equal worth support Myers 
dealers, help break down sales resistance and pave 


the wav to bigger and better pump business. May 
we send you a copy of our latest catalog and 


quote ? 





Ta FE. MYERS & BRO.¢co. 


LAND, OHIO. 
ASHLAND | SUMP AND HAY TOOL WORKS 
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On 
Land | 
Or 


Sea In selling wrenches don’t forget the many 
| owners of motor boats and launches who can 
make quicker and better repairs and adjust- 

ments with one COES Steel-Handle Wrench, 

than with a whole kit full of the “Stationary” or 


‘Solid Handle” kind. 


Sizes: 6” to 21”. Your Jobber will supply you. 











COES WRENCH COMPANY 


“In Business Since 1841” 


Worcester Mass. 
5. Gy Beetaey GB Gis 2 cc occeses 29 Murray Street, New York 
Selling Agents John H. Graham & Co. .... 113 Chambers Street, New York 
Fenwick Freres ........... 8 Rue de Rocroy, Paris, France 
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The “Tomorrow” Customer 


“Really don’t expect to buy today. I saw some of 
that Screen Cloth you have in your window so I came 
in out of the rain—been putting it off ’til spring.” 


That’s something like the trend of conversation. He 
should be encouraged! Tell him something about 
“Perfect” and “Nikolite” quality and durability. 


It won't take long to sell him. He wasn’t quite ready 
to buy, but “Perfect’’ was too much of a temptation to 
“put off ‘til tomorrow” what was just as easy to do 
today—with the assistance of “Perfect” a sale is made. 


See your Jobber. 
LUDLOW-SAYLOR WIRE CO. 
ST. LOUIS, MO. 
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Rush another KuNnG-KL1P’/ QUICK! 
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Two fellows--A Fall Guy 
afflicted with chronic 
falling of the shaving 
brush-The Wise Guy 
who’s got his brush 
tamed and steady to the 
hand--Fall Guy’s going 
dafty--Wise Guy’s shav- 
ing happy. No wonder! 
Two brushes, one Kling- 
Klip! Rush another 
Kling-Klip! 

nat. A. K. TROUT CO,, Inc. 


Dept. X 
342 Madison Avenue 


New York City 
Dealers! Display this carton 
with your shaving 
brushes and watch the 
Kling-Klips sell Shaving 
Brushes too! 














rd by 























June 24, 1926 





| Onl, skilled craftsman- 
ship and a high ideal of 
uality makes possible 
the precise uniormity 
and superior tinish 


GRIFFIN Hinges ee 


RIFFIN 


~ Manufacturing Co 


ERIE, PENNSYLVANIA 
yanch Offices, 
45 WARREN ST. NEW YORK 


74 W. LAKE ST. CHICAGO 
28 BINFORD ST. BOSTON 
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GARAGE DOOR HARDWARE 


“Twenty-Eighty” Low-priced Steel Hanger 


Designed for dependable, easy operation under cated roller bearings. The track is our stand- 
all conditions, ‘“‘Twenty-Eighty’’ is one of the ard Allith trolley track with rounded troughs 
best low priced hangers obtainable. It is for the hanger wheels. The brackets are formed 
adapted for use on all folding-sliding type door in a manner that gives maximum strength and 
installations ; can’t stick or sag or come off the a wide range of adjustment. 

track and always closes doors weathertight. Dealers: “Twenty-Eighty” hangers will meet 


‘‘Twenty-Eighty’’ is similar in construction to all the requirements of a considerable part of 
our famous ‘‘Ten-Eighty’’ though built of steel your trade, give long and satisfactory service 
parts throughout instead of certified malleable. and make friends for you. Packed in a handy 
The hanger has a strong frame, adjustable carton complete with all hardware parts and 
vertically and machined cast wheels securely track. Very attractively priced. Write for cata- 
riveted to hardened axles that revolve on lubri- log and prices. 


ALLITH-PROUTY COMPANY 
DANVILLE ILLINOIS 


Manufacturers of 


Garage Door Hardware Spring Hinges Rolling Ladders 
Fire Door Hardware Overhead Carriers Door Hangers 
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It’s This Step in Advance 
That Counts! | 


Kvery year thousands of dollars are spent in the Lowell 
plant to develop highly specialized machinery and 
methods for the sole purpose of effecting manufacturing 
economies and making Lowell Sprayers better than ever. 
It is this everlasting effort to make our product better 

° than the best that keeps Lowell Sprayers a step in ad- 
Quality vance—the thing that makes them sell faster—the thing 
that makes them the most profitable line of hand and 

PR f +4H°t compressed air sprayers in the world to handle. 

Arrange to handle the Lowell Quality Line. See 
7 | your jobber or write for catalog. 
_ =e 
Against Defects Via 
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Continually Gaining 


EPENDABLE performance for a 

growing legion of housewives is re- 
sulting in an ever widening approval of 
Everite Oil Cook Stoves. 


Those housewives using them know how 
well they serve and those dealers handling 
them know how profitable they are to sell. 





The Globe Machine & Stamping Co. 
1207 W. 76th St. Cleveland, Ohio 


E 








EVERIT 
CcCooK STOVES 














Manufacturers of Paint and Varnish~ 
Have You Ever Considered The Fact 
That 


THE DEALER 


Means As Much To You As The Consumer ? 


To secure the proper distribution of your product you must create a 
dealer demand as well as a consumer demand. The buying public you 
reach through national advertising needs the stimulus the dealer can 
give them if he is “sold” on your product. 

Hardware Age reaches every one of the worthwhile hardware dealers— 
wide awake merchants who know how to sell a worthy product. Tell 
these dealers your story in Hardware Age and make your product well 
known to not only the consumers but to those who are closest to them, 


the dealers. 
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Alisteel Shelving 


IGHT, strong, fire-resistant— 
quickly erected or re-erected 
without special tools—and giving 10 
to 30% greater storage space. 
To fit growing needs, additional units may be 
added later—or the entire installation moved 
and re-erected elsewhere, 
Allsteel Shelving has innumerable uses in office, 
store and factory, with low initial expense and eats 
no upkeep. The Allsteel mark on shelving is Seer 
your guarantee of permanent satisfaction. se 
Write for a copy of ‘‘Saving with Shelving’’ eee 
THE GENERAL FIREPROOFING CO, R23) 
Youngstown, Ohio sea 
Dealers Everywhere + Canadian Plant: Toronto, Ontario 
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What’s What 
and Why 


In buying Tubular and Clinch rivets these three 
points should be carefully considered: 


The metal form from which they are made. = § GQ otc OOSUS = Spee EE 
This is mighty important because of its direct 
bearing on the driving and setting qualities of the 
rivets. 


2. How are they made—that is, are the details 
of manufacture such as to insure the best results 7 


3. Who makes them? Tubular and Clinch rivets 
were originated by us. For over fifty years we 
have been making them of metal which we know 
is “right,” and under the most efficient manufac- 
turing conditions. You may be sure, therefore, 
that our prices are based on honest values. 


Coast Representative 
J. T. McDEVITT 
Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 


‘The largest 
factory in the 


oe fo | fener 








f facture of 
ee ail lecture of | 
Clinch Rivets 
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TUBULAR RIVET & STUD 
COMPANY 
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. coupen toe your 
‘ The General Fireproofing Co., Youngstown, Ohio (H.A.) 
Please send me without obligation a copy of your book “Saving with 
‘ Shel ving.”’ a 
SED | OC SSSCEESESS COSC CECE OECEKOEEDERO CC CRR SESS O OOOH eC eC. ' 
| nas cere PT A Re Oe ds ©0026 0060 CHKESESOEHOCOOOTOREOTEOROECTVEOOSCBZOO CE s 
~ - e EO eT ee TT TTT TTT TT TTTTTTTT TT ee rn 
——y — a Pee BOMB ccccccccccccccce 
ee ee ee ee ee ee 








RE eae RR Oe 


———e ane pet 
Lelie Picket 








92 HARDWARE AGE June 24, 1926 









“ager Known the 
' aN Vj Xi iff} 
SY World Over 
HY ; iN yy 
auth a) AN The reason that 
- Ft th RA AAY\' 74 “Boller” Mop 
Add Wringers are easy 
a to sell is because 
they are known the world over as absolutely 


reliable. The same is true of the famous 
“Ezy-Squeeze” line of Mop Squeezers. 









These popular brands are also Nationally 
Advertised and have the endorsement of 
Good Housekeeping Institute, Today’s 
Housewife, Farm and Home, and thousands 
of housewives and janitors who prefer them 
to all other kinds. 


Jobbers can buy both lines 
direct from us. Dealers 
supplied thru. their regu- 
lar Jobbers. 





PETER POLLER MACHINE WORKS 


126-128 N. Curtis St. Chicago, Ill. 




















Made for the 
HARDWARE MAN 





ASSM’T 4100 
Price $3.95 


Handsome Display Container and one dozen shears, 6 pairs 
each—7 and 8 inch. Strong, heavy pattern, bright nickel 
finish, INTRODUCTORY OFFER: Try One Box. 


Eversharp Shear Company 


2000 Knowlton Street Bridgeport, Conn. 








a a a 


GATOR: 


tive that it will give good satis- 


faction. 
Joint is hinged and easily taken 
apart by relaxing belt tension and 
pushing pin. It is smooth and 
flush on both sides of the belt and 

‘The Strongest Belt Lacing on 
Earth.’’ 

Sell “Handy Packages’’ for 
small users and Standard Boxes for 
large users. 

In leading jobbers’ catalogs. 

Flexible 
Steel Lacing Company 
4616 Lexington Street 
Chicago, U.S.A. 
In England at 195 Finsbury 
Pavemen 


t 
London, E.C, 2 











Peerless Honeycomb Radiators for Ford Cars. 
For all models from 1917 to 1926 inclusive. 
The leading Ford replacement radiator. Espe- 
cially good for trucks. More cooling area and 
bigger water capacity. Don’t boil; won't freeze 
and burst. 


O other line of Ford replacements 
enjoys the popularity of the Peerless 
line. Highest quality at popular prices 
have made them leaders in this field. 
Ask your jobber or write direct 


The CORCORAN Mfg. Co. 


4903 Section Ave., Cincinnati, O. 


? 
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PRODUCTS 


FOR FORD CARS 


1926 Passenger Car Fenders and No. 7 Commercial Fenders for Model T 
Chassis When Converted Into Truck, Now Ready. 
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Requires No Jamb Strip 


and 


Only One Mortise Cut 
The “Simplex” 


Application of the Chi- 
cago “SIMPLEX” Spring 
Hinge means a saving in 
both time and labor. 


It can be applied direct 
to the door casing without 
a hanging strip and re- 
quires only one mortise 
cut. For economy and 
simplicity it has no equal. 





TYPE 9001 — 
There are no_ joints 


where the barrels of the hinge join the web, 
thereby avoiding exposure of springs to moisture. 


~(CHICAGO)— 
SPRING HINGES 


Send for Catalogue No. M 42 








Chicago Spring Hinge Company. 
CHICAGO NEW YORK 
" U. S. A. 








A 
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Rubber 
Headed Nails 


are used as bumpers on pianos, closet seats, and 
to receive the thrusts of drawers, also to prevent 
noise and marring to such as they are attached. 


Stem Tips, made in thirteen sizes, especially de- 
signed for chair legs and prevent the scratching of 
floors. Absolutely noiseless. 


We make a large variety of rubber specialties. 


CP y 
| yarowale | 


Send for catalog and 


prices. 


ELASTIC 
TIP CO. 


370 Atlantic Avenue 
Boston, Mass. 


our 
in @talog 


On Page 263 

















G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 


Every Roll 


the Same 


Superior Poultry Net- 
ting is a uniformly 
high grade _ product. 
You can depend upon 
every roll living up to 
every claim made for 
free- 


it—even selvage, 
dom from bags, well 
formed meshes, smooth 


round wires, heavy 
bright galvanizing. 


Your trade will ap- 
preciate this Poultry 
Netting. Remember it 
costs no more. 








300% Gain in Trade 








View of the spacious storeroom of Chas. W. Walmer 


Hardware Co., Wilkinsburg, Pa., which has increased 
sales better than 300% on many lines within a period of 
less than six months. Refer to May 20th and June 3rd 
issues of Electrical Goods for complete story. Heller 
Equipment played an important part. If you are seri- 
ously interested ‘in increasing your sales MAIL COU- 
PON TODAY. Study the Heller plan, then let your 
own judgment tell you what to do. 


W.C. Heller & Co. 


Please tell us how Chas. W. Walmer Hardware Co. increased 
sales 300 per cent. Send interesting literature on your service. 


MONTPELIER, OHIO 
20 Vesey St., New York City 


e@eenweweweweeoeneeeeeepeeeeeeeeeeeeeeewneeeeeeeveeeaneeeaeeeeeeeeee eee 
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In a Close Corner or THE STANDARD 
on Ordinary Work— “S” WRENCH 


The Bemis & Call Improved Adjustable “S” Wrench has 
the knack of getting around parts in confined places as 
well as providing the mechanic and layman with a gen- 
eral purpose tool. 





It is THE automobile wrench. Strongly constructed and 
easy to adjust with thumb of the hand holding it. 


A high quality B. & C. guaranteed product. Graceful in 
design, carefully hardened and tempered. Write for 


BEMIS & CALL CO. 


Springfield, Mass., U. S. A. 
ca 
































Sell Them 
by the set 
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nished in compact cases for 
the conventlence of the user. 


It isn’t bard. Bwvery mechanic needs the entire set in his work, and it Every individual unit must meet Reed & Prince standards of 
resolves itself to a question of selling him once or seventeen times. Bring 


out the value of the case, its use in keeping the bits in order and near at quality and accuracy. Whether finished plain, blued, nickel, 
band, preventing loss, ete. ed a - " brass, gopper-plated, sherardized or hot-galvanized, it may be 
Forgstner Bits are the only bits at are not dependent on «a center or a ° 

level re guide them. They cut from the outer rim. The entire surface is selected with the utmost confidence . 

at work al!) the time; no jaggei ends; every part of the work is smooth and 
polished. They bore their way throug h hard, knotty, cross grained wood, 
leaving a smooth hole and clean, oe surface. 


EEE 
Let us send you pein? Order through your jobber or direct. | REED & PRINCE MFG ca. 


- aad 8282 
The Progressive Manufacturing Co. WORCESTER, MASS.,U.S.A. 
TORRINGTON, CONN, U. S. A. eit WESTERN BRANCH arCHICACO- 12) NORTH JEFFERSONS?. —_-—— 
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P ° A MILLION dollars a letter is the value placed on a slogan 
aint, used to advertise Paint and Varnish. 


e What made the “Save the Surface” slogan so popular— 
Like good advertising and the thought it contained: To save 
property as well as improve its appearance. 


A dvertising, Now Paint, like advertising, can be made to work wonders. 


But don’t expect dealers to spread your paint story and 


W ork S consumers to spread your paint unless you mix your paint 
message with good advertising and spread it in the right 
medium. 
VV onders That medium is the “Monthly Paint Section” of Hard- 
ware Age. 
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E. A. BERG MANUFACTURING CO., Ltd. 
ESKILSTUNA, SWEDEN 


SHARK BRAND CHISELS 


Trace “SY rm Se ee Mark 
Made of Swedish tool steel—the very best and noted for their durability 


Service and satisfaction to the user govern the manufacturer of Swedish tools. SHARK 
BRAND CHISELS are guaranteed perfect. Made of the best Swedish Tool Steel and crafts- 


men all over the world appreciate quality. ; é 
Hold the good will of your customers by selling them tools that will give this service and 


satisfaction. 
We carry a full line of Swedish made tools and hardware. 


Order from your jobber today, or write. 


SCANDINAVIAN - WESTERN IMPORTING COMPANY 


509 E. Hennepin Ave. Coristine Bldg. 
Mianeapeite, Milan. 116 Broad St., N. Y. Montreal, Can. 


For the Life of a Lawn— LANDRETH’S 


























The New 
SHERMAN DIAMOND Garden and Flower Seeds 
HOSE NOZZLE Mixed Lawn Grass 

A perfect attachment made ot Now is the time to place your Garden, Flower 
heavy wrought brass for cov- Seed and Mixed Lawn Grass Seed order, if you 
ering more ground in less have not done so for this Winter and Spring 
time. It throws more water shipment. If you would like our prices, send us 
farther —thus shortening the a list before buying elsewhere and we will quote 
important hours of lawn and you on Seeds of various kinds in bulk, in litho- 
garden sprinkling. A _ larger graph cartons of | lb. 4 lb. and % lb. and in 
nozzle with a larger stream and Flat Papers. We would also like to quote you on 
a volume spray. Water-tight Mixed Lawn Grass. Please give us the oppor- 
shut-off. tunity. 


1926 CROP 


ain 


— Perfect Before buying for delivery after 1926 crop, send us a 
he list of your wants that we may quote you if our traveler 
os uy _ 


Spray 


does not call upon you at 
> conti the proper time. 

We are the oldest Seed 
House in America, this be- 
ing our 142nd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair prices, 
we would not have existed 
so long. 


Business Established 1784. 


D. Landreth 
Seed Co. 


Bristol, Pa. 





Order a dozen Diamond Nozzle: 
in display carton featuring ‘‘Per 
fect Spray” from your Jobber 
Individually wrapped in tarnish 
proof paper. 


H. B. SHERMAN MFG. CO. 


BATTLE CREEK, MICH. 


KLEIN 


GJZz7Z2CC E57 
4 





COLONIAL BOY COPYRIGHTED 
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Mathias KLEI mI & Sons 


| ] 7 
Established 185/ 
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H€ STEWART IRON WORKS Co. 


MCORPORATEO 


225 STEWART BLOCK CINCINNATI. OHIO 
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WINSLOW'S 


The Samuel Winslow Skate Mfg. Company 
Worcester, Mass. 



























DROP FORGED 
WRENCHES 







Design 


Catalog B-23. 


ARMSTRONG BROS. TOOL CO. 
814 N. Francisco Ave., 


ed and proportioned to give stif- 
ness and tensile strength. Made accurately 
and uniform in machining and finish. Send for 


Chicago, Ill., U. S. A. 


“ns BARROWS 






fo 
er 
fC Frenne o.- ‘Sauer 








S TRA TTON Plain a eonmnted in 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


| STRATTON MFG. CO. Stratton, Maine 








Welding Compound is best by every 
test. akes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 


ANTI-Borax CoMPOoUND Ce. 
Fort Wayne, [nd. 














Makers of Every Kind 


+ Soo TT of Screw, Nut and Bolt 


The Corbin Screw Corporation 
The American Hardware Corporation, Successor 


229 High Street 


Western Factory: 














99 
HACK “TLE NOX” saws 
“The Toots in Lhe Praid Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. 


HACK SAWS - BAND SAWS —- SCREW ORIVERS - GLASS CUTTERS 














Fly Screen Cloth 


Attractive finish, durable 
quality. We can fill your 
orders promptly. 
Write for prices. 





Bronze 


and Copper Spargo Wire Co., Rome, N. Y. 





Jersey Copper Screen Cloth is easy to sell because its dura- 
bility, stiffness and tensile strength are soextensively advertised 


THE NEW JERSEY WIRE CLOTH Co. 


628 South Broad Street 
Trenton New Jersey 





Copper Screen Cloth 


Made of Copper 99.8% Pure 











Invisible Hinges 


For houseowners, carpenters, cabinet 
makers, etc. Simple in design. Soss 
invisible Hinges will give long service. 
: See our Catalog in Sweet's, pages 


1578-9 
SOSS MFG. CO. 
778 Bergen St., Brooklyn, N. Y. 








Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 











Better Machine Screws 
for the Hardware Trade 


HARVEY HUBBELL, INC. 





Bridgeport, Conn. 








Robertson “Horse Shoe” Magnet Hammers 


Permanent magnet which holds 

the tack in position for driv- 

ing. Awarded the Silver Medal 

(the highest offered) at the Panama-Pacific Exposition. 
pro 


Name and design trade marks registered U. 8. Pat. Of. 
ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 














TRADE MARK itadiog 


BROWN @ SHARPE 
sole) FR 
Mlad er st 


BROWN & SHARPE MEG. CO. P 
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A Heavy Duty Torch | nbd by 250 Sites" 
That Will Last 


You can sell the Detroit No. 
102 to the careful buyer because 
its value is so easily seen. 











WHEN you stock Brush- 
Nu youare selling the 
best brand o! paint 

brush cleaner Softens the | 

- hardest brushes in five to ten | 














Ill.; Louis Williams & Co., Nashville, Tenn. 








per aiiit | Burner is of the under-feed minutes. Over 250 leading 
| 
TOREH | type. Two needle control. No obbers recommend and dis- 
| screened joints to leak. One tribute ir exclusively. 
quart capacity. Send for Cata- a De 
| + 
og H $1.50 For Two Dozen Brush Nw 
ae ; $1.60 Ou1 West PAINT BRUSH CLEANER 
Detroit Torch & Mfg. Co., Detroit, Mich. 
i : ; Orper Two Dozen From Your Josser Now 
ew York Office: 45 Warren St.; Canadian Rep.: George P. Fraser, 39 
Tyndale. rere: Kettmann & Ten Eyck Sales Co., 326 5. San, Pedro Mfg. by BRUSH-NU COMPANY. Baltimore, Md. | 
St., Los Angeles, Cal.; Oscar ersen, ’, Washington Blvd., Chicago, : : , 
Warehouses' New Orlean: Chicago San Francisco 



















ALLEN Safety Set Screws 


30% Extra Strength over broached hollw oscrews 
——the only other kind made. By a patented 
process we increase the density of the steel 
around the socket-holes, so that even the smaller 
sizes will stnad all the strain the best made 
wrench can apply. The Allen process makes 
- deep, perfectly-formed socket-holes—no chips in 

the bottom. The entire length of the ALLEN is 
utilized either for solid metal] at the point, or depth of socket 
for the wrench. All sizes in stock from % to 1% in.; any 
length, point or thread. Also Socket-Head Cap Screws, Tap 
Extensions and Socket Wrench Sets. Dealers: Write for 
catalogue and sales proposition. 


The ALLEN MFG. CO. dartrorD: Conn: 























American Steel & Wire 3 


Company SS55,'555) pe Ee 
Chicago, New York, Boston, = Wor To lean storage facilities for 
Denver, Birmingham, Dallas, — shelf stock—to make it accessible and con 

U. 8. Steel Products Co. venient for clerks and stock men to handle with 
San Francisco, Los Angeles, absolute safety—to insure quick service for whole 

Portland, Seattle sale or retail trade — install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 












































BARBED: Elwood Glidden, Glidden  ? Be Deep length hand rubber tires, 
Waukegan, Baker Perfect, ASliwood Junior, ’ gee Eo aanan pm ang on ry 
NAILS, SPIKES, STAPLES, TAC KS, Hot Ee eg Nails. eliminate vibration and noise and produce a ladder 
ZINC INSULATED FENCES: American, Royal, Anthony, a — ene 
National, U. S., Banner, Steel Gate ample strength for safety, convenience ° 
BANNER (formerly Arrow) STEEL POSTS. efficiency One style only—neat of design— 36 ; 
CONCRETE REINF FORCEMENT. Lj seasons finished —any height — 
BALE TIES: Old reliable brands. fj/ easily i } most : ~ 
WIRE for every purpose. on eequetl. ArANo| 


Quick Delivery. Write us for selling plans. : | 

















Consider the Turnover 
More Sales to You of 


COVEeEr Moore Push-Pins 
(Glass Heads—Steel Points) 


to hang up small pictures, photos, charts, 


C OvVver~— maps, etc. without marring walls. Harmonize 
with any color decoration. 


The safe and easy way to hang Heavy 
Pictures, Mirrors, etc. is to use 


Moore Push-less Hangers "3 
(Scientifically Constructed for Strength) 


Popular 10c Packets 
Are quick sellers with good profit to the dealers 
Description of our Counter Displays, Price List, 
Discounts and Samples on request. Advertised 
in the leading magazines for many years. 


Moore Push-Pin Co. 
(Wayne Junction) Phila., Pa. 


RR cate Maid 





Every advertisement, story, edi- 
torial and market report in Hard- 
ware Age is valuable to the man 
who is looking for the shortest road 
to success. 












Read Hardware Age as a duty to 


yourself 
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lassified Opportunities 
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Classified Advertising Rates 


Opportunity Exchange Section _—- 





Use the “Classified Opportunities Section” 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


“ee eevee eeee 


oe reach Hardware Manufacturers, 


Positions Wanted Advertisements . 
50% off the above rates 


Address your advertisements and replies to 














Set Solid, Minimum of 5 lines... .$3.00 Hardware Age, Olassified Opper- 
Each additional line........... .60 . . = tunities, 239 West 39th St., New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City , 
Each additional one line....... .860 4 insertions, 10% off; 8 insertions, 15% 
Average !0 words to a line off + eigen gy o ae we ae a 
Allow One Line for Keyed Address Remittance Must Accompany Order publicat 




















BUSINESS OPPORTUNITIES 


FOR SALE—HARDWARE BUSINESS located in rapidly growing 
section on Queens Blvd., Long Island. Extensive building operations now 
being conducted in neighborhood by large realty corporations. Stock will 
inventory about $7500. Excellent opportunity for party understanding 
plumbing and general repair work, Cash required $3000. Address Box 
H- 142, care of ARDWARE AGE, New York. 


FOR SALE- FACTORY PLANT. Nerthera Pennsylvania Factory, 
40,000 square feet, railroad siding, 3 acres land, 6,000 inhabitants; won- 
derful native help: immediate possession; can ‘be bought for one-third 
value, with terms. Good water supply, cheap coal, help to finance a 
legitimate manufacturing concern. L. G. ROSENTHAL, 41 East 42nd 

, New York City. YV anderbilt 2140. 








FOR SALE itaninane, Builders’ Material and Furniture Store in 
Plymouth, N. H., with stock invoicing $30,000. Business is attractive 
proposition for the right party. Have been in business 20 years. Reason 
for selling is ill health. For further details address A. F. BURTT, 
Pl ymouth, N. H. 








Cc ‘ROSS H. AY CARRIERS AND PULLEYS. We are sole manufactur- 
ers and agents for original Cross Hay Carriers, both complete, and extra 
parts. Modern in construction old in dependable use. Place your 
orders now. H. S. BILLINGTON, Hardware, Canajoharie, N. Y 


MODERN HARDWARE STORE in live Western New York State 
city. Established business. Complete new fixtures, long time lease. Will 
inventory $15,000.00. If interested write Box H-141, care of Harpware 
Act, New York. 


DIES FOR SALE for the manufacture of Brass Ring Lawn Sprinklers 
that retail erneety for $1.00. KEYSTONE MFG. O., 288 
A Street, Boston, 




















HELP WANTED 


ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
erade lines direct to dealers. Good commission also full commission or 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpwarsz Acz, New York. 


WANTED—A SALESMAN ACQUAINTED with hardware trade by 
reputable manufacturer. To cover a of Ohio on salary and commission 
a. te have car. Reply fully Box H-130, care of Harpware Acz, 
New York. 


SALESMAN IN METROPOLITAN DISTRICT for well-known tool 
line. Acquaintance with this trade desirable. Guaranteed salary with 
opportunity to increase earnings on commission basis. State age, experi- 
ence, etc. Address Box H-135, care of Harpware Ace, New York. 


POSITIONS WANTED 
eee 4 
Sales Representative Plus | 


) The kind of man who understands the making of cus- 
tomers as well as the making of sales and who knows 
how to build business relations that endure. He has had 
twenty years’ selling experience and in that time has 
had but three connections, and now will consider only a 
permanent position with promise of a future worth while. 
} He has a good acquaintance with the jobbers from Ohio 
to and including the Pacific Coast, and is accustomed to 
volume business. Earnings past year about Seven Thou- 
sand Dollars on salary and commission basis. Corre- 
spondence solicited from high-class concerns who place 
value on the right kind of man. 























Address Box H-105, care of Haroware AGe 
New York 














YOUNG MAN, 24 years old, with 4 years’ experience in the retail 
hardware business, wishes position with wholesale or retail concern where 
ability and hard work are appreciated. Now employed, and can give hest 
of references. Location preferred in the Eastern States. Address Box 
H-133, care of Harpware Acre, New York. 








POSITIONS WANTED 











Salesman Wants Position 
with 

manufacturer selling to the hardware 
. trade. Am at present traveling for na- 
| ~~ tionally known jobber. Age 35, fifteen 
| years’ experience in hardware cover- 
| ing managing, buying and sales; pre- 
fer eastern territory. 


Address Box H-148, 
care of HARDWARE AGE, New York. 


Ne ee ee mn! 




















H§IARDWARE, HOUSEFURNISHING MAN, 15 pence experience; 
connecied for years with one of the leading New York jobbers as buyer 
ond salesman. Large following throughout New York, — Island and 
Westchester County. Would like to hear from jobber or manufacturer 
who could use a good man. Would consider position as buyer. Address 
Box H-146, care of Harpware Ace, New York. 





SALES ACCOUNTS WANTED 








Manufacturers Attention 


Have ‘been covering New York State, including 
Metropolitan District, New Jersey and Philadel- 
phia for past 15 years, representing four manu- 
\Vould like to add 
What have you to offer? Address 


AGE, New York. 


facturers of high grade tools. 
one good line. 
) Box H-126, care of HARDWARE 











SPECIALTY SELLING. Mr. Manufacturer: Do you make a specialty that 
can be marketed through the hardware, woodenware, dry goods, jobber or 
department store trade, now selling or new, not contaminated. We have been 
known to work miracles with several such products and our sales force can 
. Let us analyze your selling problems and submit a selling plan, 
covering your product. Must one that can be driven into at least six 
figures. Je are prepared to negotiate on two such products and from 
$100,000.00 to the entire output of your plant ph. our capacity. Immediate 
results through an established clientele, prompt Present volume _ in- 
creased materially. No cure, no .pay basis. pF mtd Box H-143, care of 


HARDWARE AGE, New York 
a ~ = a 
MANUFACTURERS REPRESENTATIVE in New York with sales 


and executive ability. 15 years’ experience; desires connection with manu- 
facturer for line which sells in big volume to large jobbers and department 
store trade. Eastern territory. Address Box H-145, care of HARDWARE 
Ace, New York. 




















MANUFACTURERS AGENT covering Eastern Pennsylvania, North- 
ern New Jersey, Delaware, Maryland and District of Columbia can handle 
another line to wholesale and large hardware and mill oupmy trade. 
Good following. Address Box H-144, care of Harpwarre AcE York. 
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SALES REPRESENTATIVES WANTED 


WE WOULD LIKE TO hear from manufacturing agents, jobbers and 
salesmen — on hardware trade, housefurnishing trade, and wholesale 
groceries in all states of the country. We specialize in manufacturing 
of several fast selling articles that are sold through these channels. In 
first letter aoe state which territory you wish to cover. THE KIEL 
MANUFACTURING CO., Youngstown, Ohio. 








MANUFACTURER OF White Enamel Ware of high grade, outing at 
popular prices, wants salesman acquainted with the trade for Southern 
aang Also for territory between Mississippi and Mountains. Also for 
New York State. THE STRONG MFG. COMPANY, SEBRING, OHIO. 


SALES REPRESENTATIVES WANTED 








SALES REPRESENTATION FOR YOUR PRODUCTS 


Alabama, Tennessee, 
manufacturer’s 


in the States of North and South Carolina, 
Georgia, Mississippi, and Florida. An experienced 
representative located in Birmingham, Ala., now successfully carrying | 
two hardware items, is expanding his organization and has facilities | 
for giving first class representation to one additional line in states 
mentioned. Address Box H-122, care of Harpware AGE, New York. 


~~ —_ . - 














SALESMEN CALLING ON THE RETAIL hardware trade regularly, 
to sell “CAN’T SPLIT” indestructible file, soldering and tool handles as 
a side line. Exceptionally large commissions. Handles absolutely guar- 
anteed. Give full particulars in first letter. “‘CAN’T SPLIT” HANDLE 
CO., 5-15 Newfield St., Buffalo, N. Y. 


WANTED—EXPERIENCED SALES REPRESENTATIVES for Chi- 
cago, Cleveland and Philadelphia to handle on commission basis a small 
line of Mechanics’ Tools of recognized ~~ quality, selling principally to 
. wd retail stores. Address Box H-131, care of Harpware Ace, 

ew York. 











Let US Help You Word Your “Want.” 











WELL KNOWN STOVE LINE open for Indiana, Wisconsin and 
Minnesota territories on straight commission basis. Line exceptionally 
well adapted for these territories; strong gas and heat circulator lines;” 
factory nearby—prompt deliveries; liberal commission. Positively one of 
the foremost stove lines on the market—a big REPEATER. Only high 
class, proven business getters now having contact with trade in these terri- 
tories need apply. Address Box H-117, care of Harnware Ace, New York. 








FACTORY MANUFACTURING HIGH GRADE LINE of juvenile 
vehicles, wheel goods, priced to meet competition anywhere, wants repre- 
sentatives and salesmen to handle line in their territory, some sections still 
open for responsible parties. Full commissions paid on repeat orders. 
Address Regular Line Toy Works, 2501 Ontario St., Cleveland, Ohio. 


— 


MANUFACTURERS OF LOCKS and Builders’ Hardware require rep- 
resentatives in all parts of the United States. Reply stating particulars to 
Box H-147, care of HArpware AGE, New York. 
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American Shearer Mfg. Company 
Nashua, N. H. 








= 





THE GENUINE 


HUNTER’S SIFTER: 


The Standard of the World 
Since 1880 






Imitated But 
Never Equalled 


The Fred J. Meyers Mfg. Co. 
Hamilton, Ohio 

















Manufactured by 


The Hart & Cooley Co., New Britain, Conn. 





THE INFLUENCE OF MILLIONS 


of attractive advertisements yearly which create demand for Lorain 
Oil Burner Cook Stoves should mean greater profit for you. Get 
acquainted with the supremely good 1926 Lorain Burner. Oonsider 
the sales continually made by satisfied users and the wonderful 
reputation of the manufacturer. Only by selling Oil Cook Stoves 
equipped with the Lorain High Speed Burner can you share these 
profits. 


AMERICAN STOVE COMPANY St. Louis, Mo. 











Q. Lindemann & Co. 


Manufacturers of 


BIRD aX 
CAGES ™ZN" 


35-37 Wooster Street, New York 












Confidence in Efanpion, Brand 


Tungsten Lamp’ is shown by 20,000 re- 
tailers and 500 jobbers who sell them. 


Censolidated Electric 
Lamp ° 
DanVers, Mass. 
‘*Licensed under the General Electrie 

















Company's Incandescent Lamp Patents.”’ 

















Stone Working 
Tools and Supplies 


Trow & Holden Co., Barre, Vt. 
New eataleg, Ne. 7, now ready 





AXES 


SCYTHES 


and 
Scythes since 1812, Axes since 1800 
RIXFORD ¥6.,C°. 
East Highgate, Vt. 














J, L. THOMPSON MFG. CO. 


Waltham, Masse. 
Twbular and Bifurcated 


=<niv eto 





S eiemeel 


ELEVATORS 
DUMBWAITERS 








LUMBER 


CRAYONS 


STANDARD CRAYON CO. 
Danvers, Mass. 


Write for our catalog 

Energy Elevator Ce. | 
211 New St. Philadeiphia | 
eT 


















THB ADVERTISERS INDEX is published as a convenience and not as a part of the advertisi 
allowance for 


HARDWARE AGE 


INDEX TO ADVERTISERS 


ng contract. Every care will be taken to index correetly. 


will be made errors or failure -to 
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Back in the mountains from Los Angeles, six thousand 


Co. 


appreciate good tools. He turns 
Assortment several times a year: 


pe -_ Jm money with Snap-On Wrenches. 


car owner neighbors. Ques 


Manufacturers 


Sole Distributors—14 E. Jackson 


uae 


A store need not be perched on top 


Snap-On Wrench Company 


‘ble Socket feet above sea level, at a beautiful spot f called “Forest: -of- 
Wrenches the-Sky” there is a little log store, ° 


e Forest Mercantile 


The Snap-On Display Cabinet has a prom minent — 
in this store. The proprietor; r. Schenck, says that 


the time the automobilists get UP there they need a 
his complete Snap-On 


of the world to make 
You could turn the 


Snap-On Cabinet Stock several times a yea* to your many 
tion them and you will fin 
most of them at the mercy of hopelessly inefficient tools 
when trouble comes Oo” the road. 
market right at your door that you ¢ 
liberal profit with genuine Snap- -On 


Here is a big too 
can easily serve at 4 


Socket Wrenches. 


Details of our sales plan will interest yOu: 


Milwaukee 


Motor Tool Specialty Company 


Blvd., Chicago, Til. 


Distributing Branches in 17 Principal Jobbing «enters 
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Do You Sell 
Brushes Blindfolded? 


For every job of painting there is the right 
Wooster Brush. You can find it in a few 
seconds with the Wooster Brush Chart. 
With the Wooster Chart your newest sales- 
man can easily select the best brush on your 
shelf for any job of paititimg, varnishing, 
enameling, lacquering, kalsomining, or 
staining. 


And it is all so simple. The brush names 
on the chart correspond to the names on 
the boxes and brushes themselves. 





Sales step up when the Wooster Chart gets 
on the job. It reminds your salesmen (and 
helps them) to include a brush with every 
paint sale. Two sales, two profits instead of 


one. The Wooster Chart’ is nationally ad- WOOSTER BRUSH CHART 


WOOSTER BRUSH CHART 
(Rear) 


(Front) vertised. Mail the coupon for a Wooster 
Brush Chart and folder showing dealer’s 
display material. 





*. 
veniiil 75% The WoosTer Brus 
Mode Co. >. ANNIVERSARY inte Wo OSTE. 


A 
Please send, with- “*, 
out charge, one % 
Wooster Brush Chart “s 
and folder showing oth: ~ 


eaicc. WOOSTER Sil 


RS rk. Davia .. %. FOR PAINTING-$VARNISHING— ENAMELING 
ING — KALSOMINING 
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